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INTRODUCTION 
In 1955, more people in New York City visited 
the city museums tba.n attended the two New York major 
league baseball t earns.. From 1905 to 1955 the number 
of' museums in this country increased f'rom 500 to 
3,000. During that same period museum investment rose 
from $30,000,000 to over $200,000,000 and in 1955 at 
least $30,000,000 was spent for running e~enses alone. 
Nor has this interest in museums and his to ric al subjects 
diminished, as evidenced by the continued popularity of' 
historical novels, motion pictures and television pro-
1 grams. 
Industry, too, has shared this enthusiasm f'or 
history. 
A woodpecker's scalp, once legal tender 
in the state of' Oregon, is on display in the 
Chase National Bank Museum of' Moneys of' the 
World in New York; a £'our-thousand-year old 
Egyptian sandal is one of' 3,000 shoes in the 
collection of' the United Shoe Machinery Corp. 
in Boston; and Cluett Peabody in Troy, New 
York, is proud to show visitors the collars 
worn by such historic figures as William 
Howard Taf't, Billy Sunday a.J;ld Ty Cobb. Other 
well-known collections include J.I.Case's f'arm 
machinery, the New York Times' Museum of' the 
Recorded Word, Toledo Scale's weighing devices, 
Crompton and Knowles' looms, Lincoln National 
Lif'e•s Lincolniana, Felt & Tarrant's calculators, 
v. Mueller's surg~cal instrumentsa These and 
dozens like them reflect corpo:rate pride and 
aspirations; they are rec~rds of' company history 
and, theref'~re, segnents of' the industrial history 
of Americao ' 
lnToys o~t~T the Past, n Design, March-April, 1957, p. 148. 
2 
"Company Collections.," Fortune, January, 1953, p .. 94. 
ix. 
Many of' these collections grew out of' the eccentric 
whim or private bobby of cc:mpany executives. However, it 
soon became evident that they were objects of' public interest 
and might therefore serve a valuable function in the company's 
dealings with its public. Almost all of' the collections are 
designed to improve the relations of' company and public. 
1~t best, as in the Corning Glass Center, where museum, 
·modern display, and the manufacture of' glass are incorporated 
in a cultural whole, the collection reaches beyond public 
relations to sroce·ssf'ul public education. 113 
' However, critics have questioned whether the 
industrial museum can truly serve an indus try and still 
maintain its responsibility as an educational institution--
the fear being that the visitor will be "assaulted with a 
point of' view that approaches perilously close to propa-
ganda. Unsolved problems, temporary hypotheses, gaps in 
that necessary linkage of' lo.1.ovdedge are glided over in a 
manner that destroys true perspective in the mind of' the 
untrained observer. Glorification becomes the principal 
business of' tbe ins tit uti on, and the public is cajoled in 
place of being educated. n4 
3Ibid. 
4T·.R.Adam, The Museum and Popular Culture, The 
American As so cia tion f'o r Adult EducatJ.on, George Grady 
Press, New York, l939o 
x. 
Thus, though them useum itself :i.s formly estab-
lished as an agent of cultural activity, the role of the 
industrial museum--and putilic relations--remains to be 
cl::allenged. It is t hrerfore the purpose of this thesis, 
through a comparative sill dy of two outdoor museums of 
New England, to evaluate the role of public relations 
in museum management and--to a lesser degree-~to consider 
the industrial museum as a public relations instrument. 
For the pu:rp ose s of this study, public relations is 
considered as the attempt to establish and maintain a 
favorable attt tude among those publics vJhich are of most 
concern for the viell=being and continual operation of a 
particular organization. 
Public relations then comes into play whenever 
there is interaction between two or more indi-viduals, 
the desire of one being to leave a favorable impression 
of the museum in the mond of tbe other. 
Though personal contact is generally regarded as 
one of the most satisfactory means of communication, inter-
action as such need not be so restricted. Modern communi-
cation techniques enable a person or organization to bring 
a message to as select or wide an audience as desired. 
The job then is. to analyze the total audience and draw 
from it those segments (publics) which are most important 
to the museum, the ultimate object being to direct a mes-
sage of particular interest to each public .. 
xi. 
At times the dividing line·between publicity and 
public relations is thin, but experts consider publicity 
a tool of public relations. For example, Company X, 
anxious to improve its chemical research depariznent, 
decides to establish a liberal scholarship program for 
college chemistry rnaj ors. The scholarship program itself 
is a public relations effort, but the newspaper, radio~ 
television and all other media covering the program is 
generally considered to be publicity. 
PART I 
CHAPTER I 
GENERAL DESCRIPTION OF OLD STURBRIDGE VILLAGE 
Its Beginnings as a Museum 
The true beginning of Old Sturbridge Village begins 
prior to its i'onnal public opening in 1946 to a private 
hobby of two well-to-do brothers, Albert and Chenney Wells. 
For many years, the '\'Jells family has been prominent in the 
town of Southbridge, Massachusetts, known primarily as ~e 
' owners qi' the American Optical Company. 
During the 1920's, the Wells brothers--both keenly 
interested in history--began collecting antiques of every 
description from their many travels throughout the United 
States and Europe. They were not restricted to country, 
period or type. Within a few years, their zeal and en-
thusiasm produced a collection well known within a rapidly 
expanding group of trivate collectors and the general public.1 
By 1929 "it became apparent to the ·brothers tbat 
their private treasures were of great public interest and 
importance." Origtnally, they planned on a museum in 
Southbridge with the collection being given to the town, 
but the scope and breadth of their efforts seemed to de-
mand something beyond the conventional museum. Rather, 
1statement by Frank o. Spinney, Director of Old 
Sturbridge Village, personal interview, July 29, 1959. 
2. 
it seemed more appropriate f'or the collections to be placed 
in the old homes and shops where they belonged, but still 
keeping the emphasis on the collections themselves. Gradu-
ally, however, this ph:U osophy has changed to the point 
where the emphasis is upon the creation (or re-creation) 
of' a typical New England f'arm village during the period 
of' 1790 to 1840.2 
Physical Characteristics 
Old Sturbridge Village is located in the town of' 
-Sturbridge, Massachusetts, in the south central part of' 
the state. It is approximately 22 miles f'rom Worcester, 
32 miles f'rom Springf'ield, 45 miles f'rom Boston and 156 
miJ.e s f'rom New York City. There is no railroad service, 
but bus f'acili ties are available to surrounding communi ties 
and to 1-Jorcester, wm re connections may be made to all parts 
of' the United States and Canada. Principal highways in Stur-
bridge are: u.s. Route #20, running west f'rom Greater Boston 
through Springf'ield, Pittsf'iel d and into New York State; 
Route #15 Which branches of'f' u.s. Route #20 and runs south 
into Connecticut where it joins with the Wilbur Cross High-
way f'or New York City; and Route #131 also branches of'f' u.s. 
Route #20 in the town and goes east into Connecticut. The 
Massachusetts Turnpike passes along the northern section of' 
qbld Sturbridge Village," The Massachusetts Spy, 
XII (April-November, 1959), p. 1.- · 
the town of Sturbridge and has an interchange connecting 
with Route #15 for points south. Five different bus lines 
provide transit service to surrounding communities in 
Massachusetts and Connecticut-.3 
In the Village, there are tbmse major collection 
exhibits: "New England clocks; toys; tinware, and utensils 
of brass, co~per, and cast iron; antique lighting devices; 
woodenware; art forms of rural New England; handmade and 
factory made textiles of early New·England; wrought iron 
hardware, tools and utensils; farm tools and equipment; 
the story of gla. s s in New England; New England pottery." 
~ 
A dozen early Yankee crafts are also demonstrated daily by 
skilled craftsmen: "candle makers; spinners and weavers; 
miller; blacksmith; frugal housewife; broom maker; printer; 
pewterer; cabinet maker and wood turner; and potters."4 
At tne Village, there are thirty-five different build-
ings, each typical of a New England village during the 1790-
1840 era. However, every structure, being completely fur-
nished in the manner of the period, is an exhibit in itself, 
and the visitor is allowed and encouraged to walk about 
freely to see and examine whatever attracts his attention. 
3Town of Sturbridge, Monograph #135, Massachusetts 
Department of Co~meree, Division of Research, Boston, 
December, 1958. 
4The Massachusetts Spy, loc. cit. 
4· 
In a sense, the visitor walks into the exhibit instead or 
observing it under glass. 
Naturally, this arrangement demands supervision. 
At each exhibit (building) the visitor is met by at least 
one host or hostess, who greets him and accompanies him on 
a personal tour, pointing out objects for special attention 
or answering individual questions. 
Old Sturbridge Village, being reliant upon public 
support from admissions, realizes the importance of satis-
fying certain needs and comforts of the average visitor. 
The Village bakery, Tavern, careteria and refreshment stand 
provide food and relaxation to visitors in varying degrees 
of refinement, while box lunches ana three picnic areas are 
open during the peak summer season. Souvenirs, gifts and 
trinkets of all kinds are available at the General Store, 
Museum Shop and Horn of Plenty. Pleasu~able overnight 
facilities are also found at the Old Sturbridge Lodge and 
Motor Court and the Governor Lincoln House. Five public 
rest rooms, a lost and found department and runple parking 
J 
space round out the picture of facilities available to the 
public.5 
, 
CHAPTER II 
THE PUBLIC RELATIONS PROGRAM 
In considering the public relations program of any 
organization, three essential factors must be taken into 
consideration: (1) whether there is need for public re-
lations, (2) its role as seen by management:and (3) the 
purpose of the organization itself. 
Justification of Public Relations 
The necessity for public relations at Old Sturbridge 
Village stems largely from the emphasis upon personal con-
tact between the museum and the public. Aside from forty-
five hosts and hostesses, the Village has approximately 
seventy~five other employees, all of whom come into contact 
with the average visitor. It is imperative, therefore, that 
every employee :~~ an awareness of the public relations 
value of his job as a personal representative of the Village. 
The second reason for public relations is based upon 
the financial status of' the Village. nit is the policy of' 
the trustees to ask visitors to bear the normal costs of 
Village operation through admissions and purchases. Improve-
ments and growth are made possible by gifts, grants and 
bequests of friends."1 The implications of such a policy 
for public relations are obvious; f'or without the favor and 
active support of the general public, the Village would be 
1
old Sturbridge Village: An Accounting of the Year 
Ending October 31, 1957, p. 19. 
6. 
unable to continue operating e~~ectively. There~ore the 
Village must use every available means to in~or.m, attract 
and please the general public. 
The Role o~ Public Relations as Seen by Management 
The role o~ public relations at the Village is best 
expressed by Frank 0. Spinney, Director. He is quick to 
point out that the Village engages in numerous activities 
which have a public relations value; but in his mind, 
public relations is "a more general result o~ all that we 
do as an institution." "All through many o'f our ac ti vi ties, 
~ 
though undertaken ~or their own sakes, such as our Youth 
Fair, our antiques ~orum, our hostess seminar and many other 
parts of our program, they have a public relations role even 
though the programs w.ere not designed to act in this way.n2 
The Purpose of Old Sturbridge Village 
A concise statement of the Village's purpose appears 
in The Massachusetts .§U, a Village publication: "Its 
' 
purposes are historical and educational, to preserve and 
present the story of New England farm and village life of 
yesterday!. and to impart a knowledge and understanding of 
3 that heritage to the citizens of today.n In line with this 
~ -
design, the Village was granted a charter by the Comm0nwealth 
of Massachusetts establishing it as an independent non-profit 
2 Statement by F.O.Spinney, personal correspondence, 
October 27, 1959. ' 
3The Massachusetts ~~ loc. cit. 
educational institution. Again, quoting Mr. Spinney, "We 
are indeed interested in conveying a picture to the general 
and the specific publics we serve of Old Sturbridge Village 
as a serious educational institution dedicated to collecting, 
preserving and interpreting the New England heritage in a 
way that is intriguing and attractive but based upon care-
ful research and conscientious study.n4 
· Even though management perceives the Village as an 
educational institution, it must also recognize that many 
people approach it in much the same way a.s they might the 
theater, namely, as a means of entertainment. Most people 
go to the Village during their leisure hours when they 
might be indulging in all manner of entertainment and re-
creational activity. In this sense, the Village is compet-
ing with every other type of entertainment medium.' To meet 
the competition it must exert a conscious effort through 
every conceivable means to make a trip to the Village an 
enjoyable experience. Yet~it~does .nottwant to gain a 
reputation as a pleasure paradise and seeks a certain 
aura of dignity compatible with its avowed purpose of 
educator. 
This appears to place the Village in the difficult 
situation of walking an invisible line between two unrelated 
worlds--education and entertainment. Indeed, it is a real 
problem and one which must be continually appraised, but it 
4statement by F.O.Spinney, personal correspondence, 
October 27, 1959. 
8. 
is not insoluble and perhaps not quite as critical as might 
be imagined. ~t this point it is easy to become entangled 
in such theoretical problems as where does entertainment 
stop and education begin; and are the two really incom-
patible. Most educators recognize that material having 
an element o~ entertainment captures the attention and 
relaxes the audience, thus putting it in a more receptive 
mood for learning. Therefore, it seems possible to combine 
the two.) 
In many respects the Village is entertaining, pri-
marily in the sense that it simulates--as closely as 
possible--the mystica~ sensation of stepping out of one's 
world into an invironment which though technically old is 
aesthetically new. For children it is a storybook come 
true; for adults, a chance to leave today•s world ~or the 
comparative security of yesteryear, i~ only ~or a moment. 
The Publics 
A basic discipline o~ public relations is the analy-
sis o~ the general audience which must be broken down into 
those groups or publics having particular importance ~or the 
parent organization. Each public has a common or separate 
interest which binds it together, and in a sense, makes it 
unique. Through such an analysis, management is thus able 
to isolate its publics and identify their special interests. 
Building upon this knowledge, management is therefore able 
9· 
to initiate a program with a message which is aimed directly 
at reaching each specific publics Such a program gains im-
pact by coming closer to reaching the personal interests of 
each group rather than appealing to the few common interests 
of a mass audience. 
Hosts and Hostesses 
Of all the Village employees, it is the forty-five 
host and hostesses which come into closer and more personal 
contact with the visiting public than any other group. In 
many respects their function is similar to that of an office 
receptionist in that their performance is instrmaental in 
forming the visitor's initial impression of the museum--an 
image which is usually remembered. Therefore, this group 
is important from a public relations standpoint, and at-
tention must be focused upon those factors which might add 
or subtract from a positive presentation. 
For someone seeking a position at Old Sturbridge 
Village as a hostess, it is not expected that she have 
previous museum experience or that she be an expert in 
American antiques. However, there are three basic require-
ments which an applicant must fulfill if she is to perform 
her function adequately. First, she must enjoy history and 
indicate more than a passing interest in antiques. Secondly, 
she must be willing and anxious to learn all that she can 
about the various exhibits in the museum. Thirdly, she must 
possess a pleasing personality and sincerely enjoy meeting 
10. 
people.'5 
Finally, though not necessarily a strict requirement, 
the Village does pref'er that the job be .filled by an older 
person-,.anyone from 45 years of age. At the outset, this "Lvas 
not a conscious plan on the part of the Village, but it can 
not-I almost be considered such, at least for the full-time 
Staff. 6 Th al f thi 1· Think-ere are sever reasons or s po ~cy ~ 
ing in terms of an outsider, a v~sitor to the Village tends 
to as so cia te historical material with an older person or 
someone nearer the age of the mater.i. al on display. From 
the museum • s standpoint, it is usually the more rna ture 
person who has a greater appreciation for older things and 
will describe and present them with enthusiasm. Older 
people have a certain dignity about them which tends to set 
the mood and behavior of visitors. Most of them have also 
had homes of their own and know how to greet strangers, put 
them at ease and react to certain difficult sitmtions which 
are bound to arise occasionally. Economically, it is also 
advantageous for the museum to hire an older person since 
she is not in a position to demand a large salary. By age 
sixty the children have grown and departed with families 
of their own; and, aside from meeting the basic requirements 
5
conversation held with a Village hostess who pre-
ferred. to remain anonymous, November 13, 1959. 
6 L Statemen;t. by F.O ... Spi:raney, personal interview, 
March 10, 1960. ~ 
lL. 
of life, a job is sought largely for the sake of diversion 
and self-enjoyment during twilight years.7 
At the s&me time, the Village does not want to be 
known as an old folks home. Neither would it be a true-to-
life representation of the period covered by the Village. 
Consequently, during the peak of the summer season, the 
Village does hire a number of young people to assist the 
more experienced hosts and hostesses and to bring a sense 
of balance to the personal side of the Village. 8 
A new hostess spends her first few days at the 
Village moving from exhibit to exhibit gaining an appreci-
ation for the sightseer's viewpoint of the museum. Author-
ities realize that from the standpoint of a hostess there 
is a definite gradation in the complexity of the different 
exhibits. Therefore, after obtaining the visitor's outlook, 
a new hostess is given a costume and placed in one o~ the 
easier homes assisting a regular hostess. When she is 
familiar with her surroundings, she will then be moved 
progressively up the ladder until she is able to handle 
the most difficult exhibit. The ideal is for·every hostess 
to know everything about every exhibit, the object being that 
all the hostesses follow a rotation system and that each feels 
12. 
comfortable in any home or exhibit in the museum.9 
As mentioned earlier, hostesses do not have to have 
had previous training in antiques before coming to the 
Village, but they must be willing to learn. To further 
their efforts in this regard, the museum has recommended a 
reading list of one hundred books from its private library, 
and hostesses are expected to use it frequently. 10 
With varying unanimity, employee attitude surveys 
point out that the degree of job staisfaction for the aver-
age employee is directly dependent upon good pay, a chance 
for advancement and job security. However, in discussing 
these factors, it should be remembered that the average 
age for a Village hostess is fifty-five--a fact which will 
have bearing upon the degree to which the elements of job 
satisfaction hold true for hostesses of Old Sturbridge 
Village. 
Average salaries for hosts and hostesses of the Village 
are admittedly meager. However, considering the average age 
of a hostess, it seems realistic to say that the pay ~s 
adequate. For hostesses on social security, it can mean 
the difference between dependence and independence.11 
9conversation held with Village hostess, loc. cit. 
10 
Ibid. 
11 
Ibid. 
~ ·~ 
• ~-., < 
~~'.r,. F .... :~~ .. ~~ ' : 
owip.g, la~gely to. a:~~~,~~.~- desire f'or advancement seems 
.. J""·~~: 'l'f~:--?...~~.~··, - ,.,. . 
:.~~l~ ti vely uni111:<~ortant t o,,~~-~.te.sses of Old Sturbridge Village .. 
~ . . 
Reflecting this attitude, !Lk t~he fact that there is no :formal 
,;:·7!'. 
seniority program for h<is-.t'e·sses· aside from the awarding o:f 
' . . } . 
a grasshopper pin, 
who ba ve ·been with 
s-y:mbc>l.-;of'' ... the museum, to those hostesses 
, . . 
~ 12 
the J:!!.U~~~W!l-ten or more years. 
o:f job 
:force. 
Age is again ins trurae~tal in the attainment of' a lack 
security for hoste.~_§es, but; t11is time as a positive 
,. - .. 'f. 
For certainly it ·f.s .. :\,liillikely that 'they will be har-
.. :;.·" ~ 
assed by any thought of' a,·y~ng go-getter pushing his way 
in and crowding out an. o.id.~11? eUJPloyee--a situation which has 
-· 
a habit of occurring i~ a~~u-.siness~type organization.. This 
lack of pres sure from be~~d-w- wil.l necessarily contribute to a 
feeling of job security. 
The question may b e·,r~i>~ed wbe ther tbi s lack of' 
-~ 
pres.sure will bring about\the danger of' complacency. Con-
sidering the role of' hostesses in developing the overall 
atmosphere of the museum, ... ~he.:r:e is little room :for concern. 
. -
What, after all, is this at.J;llospbere which is so important 
~-
to conv_ey? Those qualities which are associated wi-th and 
con~?idered characteristic of a typical New Engla...'"ld village.: 
conservative, quaint, self-sufficient.. The thought of an 
~lderly 'Woman sitting in her Boston rocker with her sha1-1l 
.. 
- . 
tucked.about her--a P~?ture'of d~mplacency--fits neatly into 
:;~,:;:~< ~-; ' ... the. ~ ge. ·-" 
12 
. Il:~_iP,. ~·. '· 
~.,} . 
Reviewing the three basic requirements f'or job satis-
faction, it could b'e argued that hostesses of Old Sturbridge 
Village are not satisf'ied in the job. The pay is meager, 
opportunity f'or advancement is limited, but job security 
is practically assured. However, taking all factors into 
account, especially age, the evidence seems to indicate 
that they do E:Qjoy their work at the Village and receive 
certain very rea 1 rewards from it • 
In a private interview, one hostess emphasized that 
for anyone with an interest in history ~d antiques in par-
ticular, there is great satisfaction in having an opportun-
ity to be so closely associated with antiques and to be able 
to work in the general atmosphere of the museum. Since all 
hostesses must come into sue h close contact with the visit-
ing public, it is also expected tmt they find pleasure in 
meeting people whose interests are similar to their own and 
enjoy discussing the various displays with them. However, 
one of the greatest satisfactions for older hostesses is the 
knowledge tba t they are vitally needed to do a job and are 
able to do it and do it well. 
Other E..mployees 
Even though hostesses a:dm):tt.e.dly are an important 
aspect of the public relations program of the Village, every 
employee contributes to the overall presentation of the Vil-
lage. Mr. Spinney points out that the visitors' impression 
o~ the museum can be made or broken by one thought~ess word 
or act on the part of anyone coming into contact with the 
visiting public. James J. Keeney has stated that "every-
one at the Village in all departments is working to please 
everyone.nl3 The people at the gate, parking lot atten-
dants, the waitresses in the restaurants, the sales people 
in the museum shop, craftsmen all play a paFt in projecting 
the total public relations image of the museum. 
Special Activities for Emplo~ees 
In the line of special public relations activities 
for employees, the museum makes a policy of sending employ-
ees on various trips throughout the year to other museums 
for meetings and seminars. This activity is helpful in 
building morale and loyalty as well as professional com-
petence through contact with specialists in the field. 
Employees also receive a weekly newsletter, ~ Inte.lligencia, 
which keeps them informed on all activities within or per-
taining to the museum. All employees are also granted 
membership in the museum, which entitles them to six free 
passes to the Village for friends, free reception of ~he 
. --
.-
New England Gal~ and an employees' 20 per cent discount 
13
statement by Jmnes J. Keeney, Director of the News 
Bureau at Old Sturbridge Village, personal interview, 
November 13, 1959. 
16. 
at Village shops.l4, l5 
~ 
' . 
" As part o~ its internal public relations program, 
each year in the spring the Village also conducts a Sta~~ 
Seminar :for its "visitor reception sta~f. 11 The subject 
varies from year to year but always pertains to some aspect 
9f village life during the period covered by the Village. 
For example, this year the topic centers upon "The Familyn 
and will probe deeply into every aspect of family life. 
This seminar runs for :five weeks, ten hours a week and is 
conducted by a blend of Village sta~~ and outside speakers. 
This cours~ serves the dual purpose o~ broadening the 
knowledge of Village hostesses which in turn builds the 
~eeling o~ confidehce a person in their position needs.16 
The Community 
Representatives of the museum admit that at times 
there has been a semblance o:f what might be referred to as a 
tttown and gown" relationship between Old Sturbridge Village 
and the town of Sturbridge. As with anything new, this at-
titude was particularly evident during the early life o:f the 
l4The~ England Galaxy is a recent addition to the 
growing lis· ... of Village publications. It is a magazine of 
New .England life, manners and social history. 
l5statement by F.O.Spinney, personal interview, 
July 29, 1959. 
16 I 
Statement by.Alexander J. Wall, Assistant Director 
of Old Sturbridge Village, personal interview, March 11, 1960e 
17. 
museum but has not been a problem during recent years.l7 
The core o~ the trouble was ~inancial and stemmed 
from the matter o~ taxes, a subject dear to the heart o~ 
every citizen. As a non-profit educational institution, 
the museum was exempt ~rom local taxation, a situation which 
did not appeal to community leaders. To ease matters, 
museum authorities formed the "Sturbridge Corporation, 
which owns and operates the non-educational properties o~ 
the Village and per~or.ms maintenance, purchasing, account-
ing and other services ~or the Village. It also pays ~ed-
eral, state and local taxes as does any other business 
enterprise.nl8 At present the Sturbridge Corporation is the 
. 
second largest taxpayer in the town and attracts between 
two and three million dollars worth o~ tourist money to the 
area annually.l9, 20 
Though the museum does not have a planned community 
relations program, it is conscious o~ the importance o~ the 
the community to the museum and has adopted an informal com-
munity relations policy designed to maintain a cooperative 
17 Statement by F.O.Spinney, personal interview, 
July 29, 1959. 
18 Old Sturbridge Village: 1957 Annual Report, p. 19. 
19 . Statement by F.O.Sp~nney, personal interview, 
July 29, 1959. 
20 Statement by J.J.Keeney, personal interview, 
November 13, 1959. 
18. 
relationship between the Village and the community. In this 
respect the museum has encouraged the townspeop~e to partici-
pate in Village activities. 'Every resident is extended the 
opportunity of mem~ership and its privileges at a special 
rate. The Village also encourages its staff to be active 
in local affairs. Staff personnel serve varying capacities 
on local PTA, Community Chest, the T.L~i-Community Council of 
Ch h d th . t• 21 urc es an o er organ~za ~ons. (Such a policy also 
enables the museum to keep a finger on local political issues 
which might be of interest to the museum.) 
As a special interest group, local merchants and 
businessmen are invited to the museum annually to discuss 
matters of mutual concern. Through its close dealings 
with the local populace, this group is particularly import-
ant to the museum from a public relations standpoint. There-
fore the Village makes an effort to buy all its materials, 
secure its labor and arrange for contracting through local 
outlets. Much of this effort is carried out through personal 
contact between representatives of the museum and various 
groups within the community as well as written material 
22 
appearing in the local newspaper. 
Educational G~oups 
As evidenced by its charter and stated purpose, one 
of the primary objectives of the Village is its development 
21 Statement by F.O.Spinney, personal interview, 
July 29, 1959. 
22Ibid. 
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as an educatiobal institution. Toward this end the Village 
engages in a number of activities which s'erve an educational 
purpose. JY1r. Spinney tells of the Village 1 s' association 
with Springfield College: 
We conduct a joint course w.ith Springfield 
College, on the graduate level, on a seminar 
basis, devoted to the topic of the early New 
England village and its life. This is an edu-
cational venillre, part of ou:t> avowed purpose .. 
However, I believe that there is a public 
relati. ons value to our conducting this course 
as it helps create a picture in the minds of 
people who know of Old Sturbridge Village as a 
set'ious educational institution, not an enter-
tainment pleasureland. Likewise, all through 
many of our activities, which are m~dertaken for 
their own sakes, such as our Youth Fair, Antiques 
Forum, Hostess Seminar and many other parts of 
our program, they have a public relations role 
even though the :Qro grams 1-uere not desigf].ed to 
act in this way. 23 
Though borne of necessity, the Village also has an 
active elementary and high school program o As its repu-
tation grew and prospered, Old Sturbridge Village beca~e 
increasingly popular with all types of children's groups--
so much so that management became concerned least the Village 
be over-run by children, discouraging adult visitors. There-, 
fore in June, 1959, the Village established a School Services 
Departtrent. Under this departroent a program has been set 
up for the selection, preparation and supervision of various 
children' s groups--most of which come from schools and camps. '4 
23statement by F.O.Spinney, personal corTespondence, 
October 27,-1959. 
24statement by A. J .Wall, personal in te.rvie w, 
March 11, 1960. 
20. 
One of the greatest problems created by any large 
group of children is the matter of discipline and control. 
With this in mind, the department therefore d~termined to 
limit the total number of children associated with organized 
groups who could be allowed within the Village at anyone 
time. (This policy, of course, pertains only to children 
in organized groups and in no way affects those accompanied 
by their parents.} Relying upon past experience, a quota 
of three hundred was selected as being a good balance be-
tween children and adults. Enforcement of this regulation 
is possible sire e all applications from groups are received 
and scheduled by this department. 25 
Adeqta te preparation is also important in regulating 
behavior. Therefore, the department has devel.oped a package 
of informational material which is sent to all teachers and 
group leaders. This material describes the Village and states 
its purpose. It also :infonns the leader how to apply, organize 
and prepare for a tr.i. p to Sturbridge. Included is a map of 
the Village, a discussion of rural life in New England durigg 
the period covered by the Village and a bibliography in case 
trere is need for any additional information. 26 
21. 
Upon arrival at the Village all groups are directed 
to the Village church where they hear a short orientation 
lecture in~orming them what to expect, bow to act and where 
certain essentials (food, rest rooms) are located. They 
are then broken down into smaller groups and sent out all 
over the Village, each group starting from a different point. 
(Village regulations state that children in organized groups 
must be chaperoned at a ratio of one adult to every ten or 
twelve children.) In this way such instances as thirty or 
more children all trying to get into the same house at once 
will be avoided. 27 
Even though this depar~ent has been in operation 
for only one year, it has ~lready proved its value. A 
major cause for success has been the emphasis upon prepara-
tion. Most school·groups receive quite a bit of advance 
coaching and are usually well behaved. Camp groups, however, 
have been occasionally hard to manage. Partial reason for 
this difficulty is doubtlessly btsed upon the £act that a 
camp group is recreationally oriented and is therefore look-
ing for a fun-filled day. Education was left in the class-
room. On the other hand, a school group accompanied by 
teachers is still conscious of the educational structuring 
27 
Ibid • 
.............. 
22. 
of the situation and reacts accordinglye Such children 
tend to be more restrained and are more intent on learn±~ 
from their experience.28 
28 
Ibid. 
Once we advertise in a newspaper and it 
is oQvious that the ad originated from 
the Village, then we open ourselves to 
continuous pressure from other papers 
and advertising media who are seeking 
to get us to use their services. Our 
standing with tl.e editorial page would 
also change appreciably, becoming open 
to critic ism as a commercial organization 
looking for a free plug.3 
The wisdom of this philosophy may be challenged, 
but in lieu of the situati.on, it has understandable merit. 
As advertising is used in the business world to stimulate 
product acceptance (and purchase) so would it be used in 
the museum to stimulate attendance. As will be seen, 
Sturbridge does not need· this type of sti:mula tion. 
One of the greatest sources of publicity, and 
one which carries tremendous impact, is word-of-mouth 
advertising.4 Few media of mail.ern conmunications can lllake 
as great an impression upon the mind of the potential 
visitor or create in biro as great a desire to go to the 
Village as a gLowing description of it from a friend or 
relative. Such "endorsement" is personal and not subject 
to the scepticism with wbi ch so many Americans have come 
to view paid adver·tising.' This provides further proof of 
the need for sound public relations practices within the 
3 Statement by A.J".Wall, personal interview 
!'larch 11, 1960. 
4otto Lerbinger, Director of Research, Attendance 
Development f.2£ _Qld Sturbridge Village, 1958, A Report of 
A Research Study Conducted by Community Relations, Inc., 
April, 1958, p. 8. 
museum aimed at pleasing the present visitor, not only to 
encourage his coming again, but also to make his visit so 
enjoyable that he will urge his acquaintances back home 
to go and share his experience. 
Newspapers 
As mentioned previously, the department places 
particular emphasis upon publicit.y gained through general 
news in local and national newspapers. The chief reason 
for this policy is a practical one, namely that the depart-
ment does not engage in paid advertising, but rather seeks 
to gai.n admission to the printed page through the avenue of 
legitimate news. To facilitate its efforts, the department 
has prepared a mailing list of 150 New England weekly news-
papers, 110 New England dailies, 81 dailies in New York 
State and 158 national dailies. [ The department also uses 
two clipping services, one for New England and one for 
national coverage. In 1958 the Village received 7,432 
column inches in nationwide coverage and 6,970 column 
inches in New·England coverage. Clippings have also 
appeared in Alaska, Hawaii and a number of foreign countries.5 
In compiling this list of newspapers, the publicity 
department has been guided by its first and foremost objec-
tive, to get the name of Old Sturbridge Village before as 
many people as possible in the hope that a certain per-
centage of readers will come to the Village. Therefore, 
1959. 
5State~ent by J.J.Keeney, personal interview, July 29, 
.. 
26. 
most of those newspapers on the previously-mentioned list 
were selected on the basis of circulation and geographical 
location in order to ensure adequa t.e coverage within a 
particular area. 
Total column inches of space received by the Village 
indicates that the publicity department is doing a fine job 
of putting out material on the Village and should be coming 
close to achieving its objective. However, it is well to 
consider that total column inches alone is an imperfect 
criteria for evaluating ~he effectiveness of a publicity 
campaign; for what value is published material if it is read 
by the wrong people or not read at all. For example, a 
previously-mentioned survey by Professor Stephenson and 
Dr. Lerbinger characterized tne average visitor to the 
Village as a professional-type person with a college 
education who is making a planned visit to the Village 
with his family.6 Armed with this audi·ence analysis, it 
would seem logical that one article in the ~ ~ Herald 
Tribune or the New~ Times would bring many more visitors 
than five such articles in the ~ ~ Daily Mirror. 
Radio and Television 
Again realizing the pictorial value of the museum, 
the publicity department has been successful in getting 
Old Sturbridge Village before the radio and television 
audience, using both live and canned programs. An aid in 
6Lerbinger, ~· cit., p. 2. 
this respect is the ownership by the Village of its own 
16mm motion picture equipment. Thus the department is able 
to make up its own film clips--usually fifty feet-~and is 
able to send them directly to the television stations where 
each station can do its own processing and editing. The 
Village has appeared or been represented on every television 
station in New England. Whenever possible, employees from 
the Village are used as talent. A favorite Vi11age performer 
is Bi11 Banyun, the Village folk singer, who performs from 
April to October. He has been on a number of r~dio and tele-
vision shows and during the winter fills engagements at 
schools and clubs throughout the country.7 
Lectures 
Various members of the Village staff are active in 
speaking before historical, civic, school and professional 
organizations. Being well equipped with slides and picture 
material, this activity not only furthers the role of the 
museum as an educational institution, but has real value as 
a publicity function • 
. Motion Pictures 
In spite of its obvious pictorial value, Old Sturbridge 
Village has never arranged for a motion picture to be made of 
the Village. (One was started, but many difficulties were 
encountered and it was never completed.) Two reasons account 
7 The New Eng2and Galaxy, Old Sturbridge Village, Summer, 
1959, p.-ra.---
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for this deficiency: the tremendous expense and the heavy 
drain in time required by the Village staff. 8 
Yet the Village is not totally lacking in this area. 
Several years ago the Breck Company (perhaps due to the 
presence of the Company President on the Village Board of 
Trustees) sponsored a film on the Village, but inserted a 
Breck commercial at the beginning and end of the film. Though 
it has been used extensively by the Village for lectures and 
publicity purposes, the presence of this advertisement lends 
an obvious commercial touch which the Village has sought to 
avoid in its other activities. Village staff contributed 
greatly to the writing and planning of the film, but the 
only plug for the Village is in the credits at the begin-
ning of the film. Oth~r outside agencies have also realized 
the unique quality of the Village and used it frequently 
as background in commercial films. 9 
Photographs 
The subject matter at Sturbridge is highly pictorial, 
and the publicity department has been quick to make the best 
use of this advantage. A full-time photographer is employed 
by the department, and his work is evident on much of the 
material originating from the dep~rtment: folders, infor-
10 ~~~iqnal leaflets, press releases, etc. Considering this 
8
statement by F.O.Spinney, personal interview, 
March 10, 1960. 
9rbid • 
.............. 
10 Statement by J.J.Keeney, personal interview, 
November 13, 1959. 
material in terms of content~ it should be noted that most 
of the photographer's pictures include people~ usually a 
costumed host or hostess posed beside some unusually rustic 
scene. From a psychological viewpoint, this is sound prac-
tice for people interest people and such photographs will 
doubtlessly receive a second glance. 
Village Publications 
To aid its publicity prQgram, the Village has de-
signed an informational folder which is sent to travel 
bureaus throughout Europe and the United States. These 
folders were originally sent to auto clubs throughout the 
nation, but the list has grown to include agencies~ hotels 
and anyone who might be interested in this type of material. 
Over 300~000 of these folders are now distributed yearly. 
Periodicals of all types have been a major source 
of publicity for the Village. However~ in this area the 
depar~ent strives to select material to meet the special 
interests of different editors: antique furniture, early 
ll American architecture~ antique clocks, etc. 
Before leaving this section on publicity~ it should 
be emphasized that the publicity department of Old Stur-
bridge Village is in the fortunate position of having a 
wide range of subject matter from which to draw material 
to meet the varying interests of the consuming public. 
For example~ the Village has put out a series of booklets 
11
statement by J.J.Keeney, personal interview, 
July 29, 1959. 
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whose titles indicate the wide interest span o~ the Village: 
(1) Countpr Stores in Earlx New England, (2} Architecture 
in Early New England, (3) Something~: Some American 
Views ~ Sta~~ordshire, {4) New England Character and 
Characters ~ Seen ~ Contemporaries, {5) The New England 
Village Scene: 1800, (6) ~ England Clocks at Old 
Sturbridge Village and (7} Customs ~ the Table Top. 
Admission Fee 
Obvious though it may be, one o~ the most ~mportant 
~actors at~ecting attendance is the price o~ admission. 
Roughly 15 per cent o~ all respondents to a recent attitu-
dinal survey felt a real concern about prices. {As might 
be expected, almost 90 per cent of the respondents who showed 
such concern were from the lower economic groups.) However, 
in response to the question "What efi'ect, if any, would the 
following facts about Old Sturbridge Village have upon your 
desire to visit it?n (admission price being one), 45 per cent 
·-o~ the respondents said they would think twice before going 
12 
to Sturbridge. Certainly in view of its .financial set-
up, the Village must strive to set a price which will cover 
the basic costs of operation, but at the same· time it must 
not be prohibitive or restrict attendance only to the upper 
income groups. 
12 
Lerbinger, op. cit., p. 12 
3~-
This same survey also sho-wed that 27 per cent of the 
respondents came to the Village in basic family groups and 
another 22 per cent with family and friends •13 For most 
of these peop~e, a tour of the Village will be a day-long 
affair requiring a meal or refreshments. of some sort. 
Coupled with admission and inevitable souvenirs, the day 
can easimy be an expensive proposition for families of average 
size. With this inmind, it might be wise for management 
to consider the possibility of a special admission price 
for families. Or, an alternative might be a special meal 
ticket plan whereby families receive a ticket upon admission 
which entitles them to a fifty cents reduction per person 
at the Village cafeteria whould they stay for lunch. Such 
a program is not uncommon and might become exceedingly popu-
lar through the 'WOrd-of-mouth publicity which has been so 
benefiaal to the Village. It might also reduce those critics 
who charge Sturbridge with being too expensive. 
Exhibit Presentation 
A major means o;f' impressing the visitor is through 
proper presentation of exhibit material, a responsibility 
which 1 ies with the curatorial and research department. 
Together they determine what the visitor is to see and the 
authenticity of each display.14 
13Ibid., p. 3. 
l4Kenneth Wilson, Curator of Old Sturbridge Viililage, 
personal :interview, March 11, 1960. 
32• 
~vo Methods for Displaying Material 
Philosophically, there are two ways to approach the 
subject of exhibit presentation. Most European museums con-
sider that it is enough to identify exhibits, giving only 
essential information. For example, a painting might be 
exhibited as follows: nThe Birth of Venus" by Sandro 
Botticelli, 1480. Followers of this philosophy insist 
that a great work of art says enough itself and needs no 
descriptive commentary. 
The other school--to which Sturbridge subscribes--
assumes that though authenticity is indeed important, it 
is not necessarily an end in itself; people can be helped 
to attain a greater understanding of exhibit material through 
artificial means without detracting from the aesthetic values, 
the real objective being to impart knowledge in the most ef-
15 fective manner. For sturbridge, hostesses provide a partial 
answer, being charged to provide supplementary information 
which is not likely to be known by the average visitor. 
However, of equal importance is the way in which exhibits 
are presented to the viewing public. 
Physical and Psychological Factors to be Considered 
In this respect, various physical and psychological 
factors must be considered which affect exhibit presentation. 
15 
F.O.Spinney, personal interview, March 10, 1960. 
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such essentials as lighting, readability, color and spacing, 
when properly balanced, combine to bring a dramatic effect 
to display material. Though perhaps not as abvious, certain 
P.sychological factors are also important. Recognizing the 
human need for order, the curatorial department has sought 
to display material in a definite psychological pattern which 
lends direction to the total exhibi·I;. "All exhibits should 
present a sequential story and direct people from exhibit to 
exhibit psychologically, reading from left to right. Such 
a system sets up a kind of traffic pattern which is desir-
able for the physical and psycholo~ical comfort of the vis~~ ';.- .. 
:ttoil.nl6. 
This directional element can be achieved through 
such means as lighting and exhibit placement. For example, 
a bright object of red or blue, of lighted effectively, 
would stand out boldly in a dark room. If placed at the 
left of the room's entrance, it would thus initiate the 
desired flow of traffic.17 
. Creating the Impression of a ''riving Village" 
One goal toward which the curatorial department is 
constantly working is to create the impression of a "living 
16Kenneth Wilson, personal interview, March 11, 1960. 
17 
Ibid .. 
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village." Costumed hosts and hostesses already contribute 
-largely toward this end, but it is felt that more can be 
done to develop this atmosphere, thus increasing the level 
of credibility in the Vil~age. Here again a great deal can 
be accomplished through subtle inuendoes and touches of 
humanness which add life. Ginger bread; papers tossed upon 
a table; evidence of children--their toys arranged as if 
in play in the corner of a room; utensils in natural 
position upon a table, rather than hung up neatly along a 
distant wall; the presence of livestock on the farm; these 
are but a few of the ways in which the Village comes alive. 18 
Authenticity 
In the realm of the museum, the conscious or un-
consqious goal of the organization is authenticity.19 
What,then are the implications for its public relations 
policies and methods? Does the need for public relations 
diminish or increase when authenticity is achieved? 
Authenticity is the highest standard attainable 
in the museum field. To say, "This is the uniform Lee wore 
at Appomatox on April 9, 1865tt has more meaning and greater 
. 
impact that the words "He're is a reproduction." Exprt?-ssing 
18 
Ibid. 
19 
J.J.Keeney, personal correspondence, February 12, 1960. 
the idea in monetary terms, consider the price differential 
between an original Rembrandt portrait and a reproduction 
of the same. Even the best copy, though seemingly perfect 
in every detail, lacks the essential element of originality. 
The same holds true in any area of collecting, be 
it furniture, cars, stamps, etc. To attract public interest, 
an article must have a distinguishing feature which sets it 
apart from all others in its class--originality, uniqueness 
or association with an individual or event which has partic-
ular historical significance. 
Borrowing from the economist, demand for such items 
is high while the supply is limited to extremes. Consequently, 
prices can easily climb into thousands of dollars. Museums 
must also employ specialists trained to. distinguish between 
the genuine article and the fake. 
In all simplicity, authenticity is expensive. Gifts . 
and donations may provide partial answers, but in all proba-
bility, the increased cost will be reflected in rising 
admission prices and an increased need for sound public 
relations policies and methods. The following ideas should 
be stressed: (1) People must be informed as to what is avail-
able at the Village; (2) An explanation must be given as to 
why the various exhibits are significant and (3) People must 
be convinced that it is worth the price of admission for them 
to visit Old Sturbridge Village. 
36. 
Such a program may take the form of a public infor-
mation or education campaign using all the media, tools and 
techniques available to the public relations man. This 
must be a continuing program--planned and premeditated. 
Facilities Available to Visitors 
An aspect of the museum particularly important in 
attaining public approval is the amount and quality of 
physical facilities available to the visiting public. 
Obviously, certain basic necessities must be and are pro-
vided. However, the Village has realized the value of 
making a tour of Sturbridge as physically pleasant as 
possible. (An enumeration of the facilities available 
to the public may be found on page 4.) The overall physical 
appearance of the Village is also important. Cl~an grounds, 
buildings kept in good repair, painted and clean--all of 
these features contribute to the overall atmosphere of the 
Village. 
Accessibility of the Village 
Another factor having important bearing upon attend-
ance is location. For example, an excellent museum could be 
built on Block Island, twelve miles off the coast of Rhode 
Island. However, if few people attended, this could not 
necessarily be considered a true reflection or test of the 
20 quality of the museum. 
20 
F.O.Spinney, personal interview, March 10, 1960. 
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Old Sturbridge Village is indeed fortunate in its 
looa tion. As pointed out on page 2, Sturbridge is in close 
proximity to four major highways and adjacent to the main 
road between Boston and New York City, as well as the 
Massachusetts Turnpike wblch stretches out to the western 
part of the state. Thus the Village is equally accessible 
to people traveling ~t and west or north and south. Such 
choice location has unquestionably contributed greatly to 
the success and popularity of the Village. 
vJeather 
One of the hazards peculiar to outdoor museums is the 
problem of weather. Although the exhibits themselves are 
not outside, the visitor mustmove about from building to 
building and in so doing is exposed to the mercy of the 
elements. In facing this problem, there are certain pro-
tective measures which could be taken, but for all con-
cerned, they would be impractical. For example, an awning 
or canopy of some kind could be erected from one building 
to another during inclement weather, but; the cost would be 
high and pr>obably not worthwhile for the amount of use it 
would receive. Another possible solution might be to e stab-
lish a rain check arrangement whiCh would guarantee the 
visitor an opportunity to visit the museum at another time 
under more suitable conditions at no additional cost. 
Obviously, this suggestion would apply only to those 
people who bad bought tbe ir tickEts in advance or who 
were caught at the Vil,J..a.ge in a rainstorm. For the 
most part, people instinctively sby away from outdoor 
activity-when it ra:ins, and this is one factor over 
which management has little control. 
38. 
CHAPTER IV 
CRITICAL OBSERVATIONS FROM OLD STURBRIDGE VILLAGE 
Changins the Exhibits is not Necessary to Insure Repeat Visits 
In response to a survey conducted in 1958, approxi-
mately 75 per cent of the total 335 respondents stated that 
trey would like toreturn to the Village. Twenty per cent 
were already on their second or more frequent visit.1 Total 
admissions at the Village for the 1957 season amounted to 
$313,101~. 70. 2 If 20 per cent of this figure were to be 
dropped from the books, it wculd ~ean a loss of $62,620.94· 
This fli.gure dramatically illustrates the value of repeat 
visits to the Village and the importame. of making each 
visit a rewarding experience. 
In the struggle for increased attendance, art 
museums ba ve realized the :importance of repeat visits. 
To meet the chalJ.ep.ge, they created a policy of peri,odicaJ.ly 
changing tre ir exhibits--perhaps an artist or a particular 
period so ihe public would have a real reason to make 
return visits. If carried far enough and coupled with a 
reasonable price, such a policy might even create the habit 
of Sunday or monthly visits to the museum. Essentially, 
this would be the museum's ultimate desire. 
1Lerbinger, op. cit., p. 6. 
2
old Sturbridge Village: 1957 Annual Report, p. 28. 
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Though changing exhibit material can undeniably 
encourage repeat visits, management of the Village feels 
that under present conditions such a policy would be. lln-
practical and unnecessary. To do so demands the availabil-
ity of a main exhibit gallery. Sturbridge has no such 
~acility, its various exhibits being scattered about the 
3 
Village in many separate buildings. 
In acknowledging the importance of repeat visits, 
Village authorities also contend that though many people 
do come back, they do so primarily to see the Village again 
(as opposed to its special exhibits). Perhaps they were 
too short on time during their first visit and failed to 
see everything. This evidence tends to minimize the value 
of exhibit change, at least as an important factor for 
Old Sturbridge Village. 4 
The Importance of the Physical Senses in "Experiencing" the 
Village 
The importance of the physical senses in the total 
experience of perception has long been recognized by psychol-
ogists. As the range of sensory perception widens, the 
impact of the experience becomes greater and therefore more 
memorable. For example, a picture of a Rolls Royce cannott 
3 Statement by A.J.Wall, personal interview, March 11, 
19oo: 
4Ibid. 
compare with actually seeing one, sitting in one or ~est 
of all driving one. Each experience brings a wider range 
of sense mechanisms into play, thus making a greater im-
pact. 
The implications of such thinking for industrial 
uses are obvious. Food marketing specialists are constantly 
seeking to stimulate the consumer's appetite through new 
packaging techniques: cellophane enables the buyer to see 
the product; free samples encourage buying and some producers 
are actively experimenting with ways of packaging goods in 
scented containers to further stimulate the buyer. 
Motion picture producers are also toying with the 
idea of injecting another dimension into the conventional 
movie--smell. "Behind the Great Wall," a Continental 
production, is the first such film to be released. At key 
moments appropriate odors are released in the theater through 
the air conditioning ports, thus allowing the patrons "not 
only to see and hear, but also to smell what is happening 
on the sc.reen. u.5 
Transferring this thinking to Sturbridge, it is the 
opinion of the author that the Village holds a distinct ad-
vantage in marketing its product to the present guest in that 
it is experienced by every sensory means without the need of 
artificial stimulation: sight--sparks flying on the black-
smith's anvil or a yoke of oxen plodding down a country lane; 
5Time, LXXIV (December 21, 1959). 
smell--bayberry candles cooling by the fireside; taste--
the spicy goodness of gingerbread from the old brick oven in 
the farmer's kitchen; touch--the warmth of the great fire in 
the Tavern. These examples are but the barest indication of 
what is encompassed in the total experience of going to Old 
Sturbridge Village. 
A major psychological advantage of the Village is also 
the inevitable personal identification which many-visitors 
will have for exhibit material. The realization that the 
life depicted here in many respects simulates the same 
existence one's forefathers experienced--no matter what their 
trade or origin--stirs the imagination and gives the Village 
1 i f h . •t 6 th" a persona mean ng or eac v~s~ or. In a sense, 1s 
characteristic is similar to the theater where the audience 
becomes personally identified with certain characters on the 
stage. The closer the involvement, the greater the impact 
and appeal of the play. Thus it becomes a more memorable 
experience, which essentially is 'the quality the Village is 
striving to attain. 
Comparison between a Museum and a Business Enterprise 
In certain respects a museum is quite similar to many 
service organizations in that it lacks the advantage of a 
material product which can be offered to the consumer. Yet 
it must rely upon pub+ic approval to gain the financial 
6 
Statement by Jett Thomas, Director of Development at 
Old Sturbridge Village, personal interview, March 11, 1960. 
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support necessary ~or continual op~ration. 
In a sense, Old Sturbridge Village does have a material 
product in that certain articles made at the Village by 
Village cra~tsmen are of~ered to the public at the museum 
I 
store. Among such articles are: early New England red-
ware, woodenware, wrought ironware, spoons and buttons, 
bayberry candles, ~lour, hand-made brooms and woven articles.7 
Even though these items are sold as souvenirs and thus real-
ize a certain income for the Village, they are not produced 
in volume and can in no way be considered a product in the 
same sense as a manu~acturer 1 s produce. 
The real product o~ Old Sturbridge Village, accord-
ing to Mr. Spinney, is not the realm o~ things that the 
cra~tsmen make as a by-product o~ their demonstration, but 
rather the experience that the visitor shares as he goes 
through the Village. This is not a tangible product, but 
8 
nevertheless it is the nbusiness" of the Village. 
The Irony o~ Attendance 
In the last few years, atteqdance at Old Sturbridge 
Village has increased annually at a rate of approximately 
6 to 10 per cent and has climbed to a record 214,643 during 
7 ~Massachusetts §EZ, op. cit., p. 1. 
8 
Statement by F.O.Spinney, personal correspondence, 
February 11, 1960. 
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the 1959 9,10 season. These are impressive figures and have 
great si~ific~ce ~or every person and department within the 
Village. Indeed they are truly indicative of a sue cessful, 
thriving organization. 
Yet, like the economist's Law of Diminishing Returns, 
there is an indefinable point at wbi. ch increasing attendance 
becomes a negative factor and reduces the capacity o~ the 
Village to per~orm its function of educator (and entertainer) 
' ' 
effectively. This is already a critical problem facing many 
educational institutions in which enrollment is simply too 
large to be handled adequately under existing facilities. 
As yet, authorities at the Village do not feel that they have 
reached tle dar.ger point, but feel they are not far from it. 
"on one or two occasions we reached it last year, but not 
consistently. nll ~erhaps that condition may never be 
reached. "Experience of other museums indio ates that 
eventually a plateau is reached where attendance seems to 
level off, but as yet this point has evidently not been 
reac 1::e d at Sturbridge. "12 In any event, i t is well to 
. 
9statement by A.J.Wall, personal interview, March 11, 1960 •. 
10 Statement by J.J. Keeney, personal correspondence, 
April 27, 1960. 
11
statement by A.J.Wall, personal interview, March 11, 1960. 
12Ibid. 
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consider what problems may confront the Village should such 
a trend continue. 
As attendance increases the problems of dealing with 
the general public will become increa~ingly magnified. 
Paramoun~ will be the straining of present facilities and 
the physical discomfort of visitors caused by overcrowding. 
Almost all the buildings in the Village, being o~ 1800 
vintage, are structurally small_by today 1 s standards and 
therefore easily susceptible to overcrowding. Elbows 
begin to rub when groups of fifteen or more invade the 
average Village home. 
The implications of such a situation for the public 
relations of the Village are obvious; for anyone who has 
experienced the tortures of cramped quarters knows the 
complete exasperation and annoyance it brings especially 
to those who are sincerely interested in material on dis-
play. Typical audience reaction might be: 11If this is 
what we 1ll have to go through every time we come here, then 
you can bet we'll never come again." Neither is this atti-
tude likely to leaa to favorable reports to friends back 
home, normally a major source of ·Village publicity. 
In light of the situation, several corrective measures 
are possible; but from a public relations standpoint, none 
is comple~ely satisfactory or free from creating new prob-
lems of their own. For example, f~om past experience, 
46. 
management is able to estimate the number of people that 
e~n be confortably aceommod~ted at any one tim~ by the 
Village~ Uhenevov this point"is reacbed. the entraneo 
13 gate eould be eloaed with an appropriate sign of explanatione 
.. . 
Such a policy might be completely sat~sf~ctory in the eyea 
of managemento Howeve~, r.or someone who has planne~ and 
looked forward to a tour ¢f Stu~bridge, such a policy may 
seem unme~ci~ully dictatorial, especially upon ~~rival after 
the gate has been elosed~ ?ublicizing sueh a policy~ though~ 
of course, giving th~ public the benefit of advance ~arning, 
~ould have little re~l value and could lend to disastrous 
consequences. 1'\vhy go to Sturbridge at all if therets a. 
chance ~re might not get in?u Such an a;tt:ttu.de on the paJJt 
of the general public would be ~uinous for the Village~ 
Admi t·t~nce by :veservation only is anotha:t=' !Tleans of 
controlling attendance. This policy has been used effective-
ly by t-Jinterthur J!useunr in tlintez-thu~,. :Oelaware--> \'Jinterth~~ 
however~ is a private museum operated by Henry Francis du 
Pont and is la~gely independent of the need f~r publ~c 
supportm Fov Sturbridge- being financ~ally dependent upon 
a ~arge attendance, the administrative p~obloms enta~l~d ~~ 
such a prog:r>mll would be physieall~ and .:t'inanc:tally immense* 
Raising ad~ission costs is always an effective cQn~ 
trol meellnnis~~ but again would create oeve~ problems to~ 
1.3 Statement by F.O.Kpinney, personal interview, 
r.Zarch 10 ~ 1960 0 
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those concerned with the public relations of the Village.14 
By and large the function of the publicity department would 
become not only an informational but also a persuasive one, 
namely in convincing the public that admission prices are 
not excessive in relation to the reward of "experiencing 
the Village." This is a constant problem in the business 
world today, but it would be wise if the Village could 
avoid exposing itself to the criticism which would surely 
accompany such a move. 
Three possibilities have been suggested as answers 
to the attendance problem. Others may be a~plicable to a 
degree, but they will be defensive measures and have only 
limited success. It is evident that the time is approach-
ing when decisions must be made and action taken. Only 
through expansion of existing physical facilities can the 
Village hope to keep pace with the many problems created 
by increasing attendance. 
Basic to the philosophy.of Old Sturbridge Village 
is the importance of personal contact between representatives 
of the Village and the visiting public. At almost every 
exhibit building, a host or hostess is present to gree~ and 
assist the visitor. As a result, the number of people and 
the expense involved in the total operation of the Village 
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is immediately multiplied. However~ from a manageria~ 
point of view, whatever is lost by way of mounting expenses 
is gained by increased personal contact with the public~­
the assumption being that a visit to the Village will be a 
personal and therefore a memorable experience. 
Yet~ as attendance continues to swell, the role 
of the host or hostess may diminish. Considering that 
over 200,000 people passed through the Village during the 
1959 ·season--mostly between June and early September--the 
average host or hostess talked to a great many people. 
Can he or she honestly do a good job of explaining material 
and talking with every visitor? Obviously not. In effect, 
he or she becomes more or ~ess an answer man. From a 
managerial standpoint, it therefore seems wise to evaluate 
the benefits received by continuing to employ someone to 
serve in this capacity. 
Monetarily, it costs the Village approximately 
$3,000 to have a host or hostess in a building for a year. 
If he or she were to be taken out ~nd the money saved for 
five years, it would mean a saving of $15,000 to the Village. 
Couldn't this money be put to more effective use in other 
areas, such as maintenance or development? "It has been 
figured that during the. course of a tour through the Village, 
the visitor can talk to forty-six representatives. I feel 
sure that we can cut back from forty-six, but when do we 
~each the point where we begin to lose this atmosphere of 
personal contact?n15 In economic terms, the immediate 
monetary gain of releasing a host or hostess may outweigh 
the possible loss of personal contact. However, if the 
process is repeated, a point will be reached where the loss 
o~ personal contact will become more important than the more 
immediate monetary gain. Or, for public relations purposes, 
if the Village becomes too involved in the economics of the 
situation, it is in danger of losing one factor which has 
had a major role in creating the public relations ±mage of 
16 
the musemn. 
On the other hand, if the Village decides to maintain 
the hostess staff at its present level and if attendance 
continues to rise, the result could be damaging to ~he morale 
of the hostesses. Being so cl~se to the public, they will 
inevitably realize the hopelessness of attempting to talk 
with all visitors and become easily demoralized. Such an 
attitude is certainly not conducive to a healthy work 
situation, especially for someone in such close contact 
with the visiting public. 
15 
Ibid. 
5o. 
Looking Ahead. 
Considering the total situation, there seem to be 
three possible ways for the Village to approach the prob-
lem: (1) Re-evaluate the role of the hostess, reducing 
her to somewhat of an answering service for visitors and a 
guard of Village property; (2) Reduce the number of hostesses 
and use the money saved for more effective material purposes 
and (3) Hire more hostesses to take up the slack caused by 
increasing attendance. 
When an organization is running smoothly, there is 
a temptation on the part of the leaders to mark time. Such 
a complacent attitude robs the organization of drive and 
saps its energy. The present must be viewed with a critical 
eye and the future probed for possible-improvements. 
Old sturbridge Village is looking to the future. 
Within the last year, plans have emerged for a development 
campaign of some magnitude. The firm of John Price Jones 
has been hired to guide the Village in its program--particular-
ly' in the area of fund raising--and a Director of Development 
has been added to the Village staff. Current goals of the 
campaign include: (1) Enlarging and authenticating the 
Village. Several of the present buildings are not really 
representative of the period encompassed by the Village. 
For example, the Tavern, though one of the most popular 
buildings in the Village, is actually a misnomer and should 
51. 
be withdrawn from the Village proper; (2) Devise some means 
whereby the various special exhibits in the Village may be 
brought together into one place for viewing. A single 
museum is the obvious answer. However, this in itself would 
raise grave problems. Of necessity, such a structure would 
be of considerable size--an estimated 60,000 square ~eet 
of floor space would be needed--thus dwarfing all other build-
ings in the Village. The architectural question is also 
important, considering that buildings of such proportions 
were nonexistent in the period 1790-1840a (A building 
in any style other than Early American would be grossly out 
of place, but one of such proportions in Early American 
would be inconceivable.); (3) Enlarge the school program; 
(4) Increase space for administrative offices and (5) Con-
struct a library building.17 
This will be a low pressure "rifle" campaign conducted 
on a special interest basis and aimed at select individuals 
who have money to give and an interest in historical material. 
A necessary amount of the campaign will be conducted through 
letters, but the greatest proportion of it will be carried 
18 
out through direct personal contact. 
1960. 
l7statement by A.J.Wall, personal interview, March 11, 
18 
Statement by F.O.Spinney, personal interview, 
March 10, 1960 • 
PART II 
CHAPTER V 
GENERAL DESCRIPTION OF THE SAUGUS IRONWORKS RESTORATION 
Historical Background 
One of the most tre~sured possessions of the Puritans 
when they came to America was their iron tools. With them 
they cleared land, built homes and raised crops. Soon 
after the Massachusetts Bay Colony was founded, iron lvas 
discovered in the bogs and swampy ground adjacent to the 
settlement. John Winthrop, Jr.; son of the Colony's 
first governor, was one of the first colonists to recog-
nize the importance of this discovery. Largely through 
his efforts a group of London investors became interested 
in the project. Eventually, a "Company of Undertakers 
f'or the Iron Works in New England" was formed and began 
the task of recruiting men willing to share the hardships 
1 
of building a new industry in a strange land. 
Under Winthrop's direction, a blast furnace was 
built at Braintree, but the operation proved unsuccessful 
and was soon abandoned. Exercising its right of ownership, 
the Company of Undertakers hired a new manager, Richard 
Leader, and under his supervision work began at Saugus 
1
steelts Birth!lace, American Iron and Steel 
Institute, New York,958, p. 1. 
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early in 1646. Eventually, the total plant consisted o~ 
a blast furnace, forge, rolling and slitting mill~ wharf 
and warehouse and smaller buildings or sheds to store 
2 
charcoal and other supplies. 
For over twenty years the Saugus Ironworks provided 
the necessary iron for a rapidly growing country, but 
during this period, Saugus ran into various difficulties.3 
Mismanagement and lack of ~aw materials were major problems, 
and by 1670, the plant was finally abandoned after years of 
dwindling operations. 
The Ironworks soon fell. to complete ruin, but its 
memory was kept alive in the folklore of the town and the 
chronicles of local historians. In 1915, the Ironmaster's 
House, overlooking the site, was restored by Wallace 
Nutting. It passed through several hands and might have 
been removed from the region except for the loyalty of a 
group of New Englanders led by Miss M. Louise Ha1-1kes, 
whose ancestors lived in Saugus as far back as 1630.4 
In 1941, a number of graduates of the Ford Trade 
2Ibid., p. 4. 
3Ibid., 
4The Saugus Ironworks Restoration, American Iron and 
Steel Institute, New York, 1957, p. 5. 
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School bought the House with the intention of moving it 
to Greenfield Village at Dearborn, Michigan, as a gift to 
the late Henry Ford. Miss Hawkes, ~amiliar with local 
traditions, believed that what had originated in New 
England should remain there. She carried her fight to 
Governor Saltonstall, and finally, with the cooperation 
of Henry Ford himself, the structure was allowed to remain 
in Saugus. 
5 . 
The First·Ira1W)rks Association, Ince, was formed 
\ in_l943 to carry on the work of focusing public attention 
on the site. Quincy Bent, a retired steel executive and 
a summer resident of nearby Cape Ann, appeared at one of 
the meetings of the Association. Recognizing the ironworks 
as Americana of prime significance, he discussed the project 
with officers of the American Iron and Steel Institute 
Association. As a result of this meeting, he passed on 
to the Board of Directors of the American Iron and Steel 
Institute what was then known about America's first pro-
ductive blast furnace. The Institute gave assurance of 
6 
financial supporte 
5
rbid •• 
6 
Ibid. 
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With the financial backing of the American Iron 
and Steel Institute, the next five years in the story of 
the Saugus Restoration (1943-1948) is the great American 
dream, ttrrom r_ags to riches, n come true. Archeologists, 
historians, metallurgists and architects appeared upon 
the scene and began digging, sifting, testing, studying 
and building, ceterrnined to re-create the old ironworks 
as it had been three hundred years ago. The result? 
"The Saugus Ironworks is probably the only complete and 
authentic restoration of a pioneer American industrial 
plant.n7 
Physical Characteristics 
The Saugus Ironworks Restoration is located in the 
town of Saugus in eastern Massachusetts, ten miles north 
of Boston on u.s. Route 1. Established in 1815, the town 
has a population of 18,489 and a land area of 10.57 
square miles. Median income of families and unrelated 
individuals for 1949 was $3,590, and the median number of 
school years completed by persons twenty-five years old 
and over was 11.4 in 1950. During the nineteenth century, 
Saugus was primarily an industrial town, but in 1915, the 
last of the large mills moved out, and the town changed to 
a residential town. 8 
?Ibid., p. 11. 
8-
Town of Saugus, Monograph #5, Massachusetts Depart~ 
ment of Commerce, Division of Research, Boston, April, 1959. 
• ') 1 
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Frequent bus service is available from Saugus to 
Boston where connections may be made to all points across 
the country. Public roads and highways are in good con-
dition. Though there is no passenge·r rail service directly 
to Saugus, such facilities are available to the neighbor-
ing city of Lynn. The ~ynn Division of the Eastern 
Massachusetts Street Railway Company provides good bus 
service to and !rom Lynn and Eas-t Saugus, North Saugus 
and Saugus Center. Also serving the town are Interstate 
Passenger Service, Inc., Rapid Transit, Inc., Saugus 
Transit, Inc. and the Greyhound Corporation.9 
A gravel surfaced parking lot near the entrance 
gate of the_Restoration accommodates approximately twenty-
five cars. Beyond the gate is the admission booth and 
souvenir shop. On the left is the Ironmaster's House, 
not an official part of the Restoration. To the right 
below a gentle sloping hill and clustered on the head-
waters of the Saugus River are. the blast furnace, forge 
building, rolling and slitting mill, wharf and warehouse. 
All of these structures are authentic reconstructions of 
ones that stood there three centuries ago. Though not a 
restoration i~ the true sense of the word, the museum (near 
the Ironmaster's House) is considered a part of the Restora~ 
tion and displays numerous artifacts unearthed during the 
9 
Ibid. 
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restoration process. Gravel walks interlace the various 
buildings and poplar trees shade well-cropped lawns. 
Formal Organization 
The Saugus Ironworks Restoration is the official 
title of the organization created to maintain and operate 
those buildings restored and built by the American Iron 
and Steel Institute. These include the blast furnace, 
rolling and slitting mill, forge, warehouse and museum--
the latter being the only new building. The Restoration 
is administered by a Management Committee of nine members, 
four of whom are also members of the American Iron and 
Steel Institute. Reporting to the Committee is the Resident 
Director, Frederick A. Bonsal, and his staff which varies 
with the season. The permanent staff is composed of two 
maintenance men and three watchmen. During the season (mid-
April through November) five employees are added to the 
staff: two women for the ticket booth, one maintenance man 
and two guides. All employees are responsible to the 
10 
Resident Director. 
In terms of formal organization, the lines of 
authority and control of the Saugus Ironworks Restoration 
would appear as follows on the organizational chart: 
10statement by Frederick A. Bonsal, Resident Director 
of the Saugus Ironworks Restoration, personal interview, 
March 3, 1959. 
MANAGEMENT COMMITTEE I 
RESIDENT DIRECTOR 
I [PERMANENT STAFF I 
Informal Organization 
However, as in many organizations, there is an 
informal organizational structure at Saugus which is 
frequently responsible for forming major policy de-
cisions. Though it is not listed on the formal organi-
zational chart, the American Iron and Steel Institute 
58. 
is a major force in determining important policies affect-
ing the Restoration. It voices its authority through two 
indirect but powerful means. First, four of the nine 
members of the Membership Committee are also members of the 
Iron and Steel Institute.11 The Institute is thus able to 
keep check on local actions and reactions as well as to 
make its own desires known. Second, the Institute can 
threaten to withdraw its financial support. Already the 
Institute has poured approximately two million dollars 
into the Restoration. Clearly, an investment of such 
magnitude entitles the investor to a certain degree of 
protection. Every year since it was opened to the public, 
the Restoration has failed to meet its basic financial 
commitments through admission and souvenir sales; and 
11Ibid. 
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every year the Institute has come forward to pick up the 
12 deficit, approximately $65,000 annually. Denial of this 
assistance would ruin the Restoration in short order. 
Thus, an unofficial--but more realistic--organizational 
chart of the Restoration would appear as follows: 
12 
AMERICAN IRON AND 
STEEG INSTITUTE 
Statement by Charles M. Parker, American Iron and 
Steel Institute, New York, personal interview, May 31, 1960. 
CHAPTER VI 
THE PUBLIC RELATIONS PROGRAM 
Perhaps the strongest argument Eor public relations 
at Saugus is based upon the close association in the pub-
lic mind between the Restoration and the industry at large. 
This association has been Eormed largely through the mass 
of publicity which has linked the two together, but it is 
also due to the natural association oE subject matter. 
Therefore the activities of Saugus are bound to be oE im-
mediate interest to leaders within the industry. 
Evolution oE the Program - Hill & Knowlton, Inc. 
When the American Iron and Steel Institute agreed 
to participate in the res·boration of Saugus, all respon-
sibility for the planning, production and distribution of 
materials relating to the Restoration was to be handled 
by the public relations finn of Hill & Knowlton, Inc, in 
New York City, under the direction of Howard Stephenson, 
a vice-president in the firm. 1 
The original public relations policy oE Saugus was 
-designed to establish Saugus in the mind of the American 
public as a shrine to early industry, the object being to 
make Americans aware of their industrial heritage and the 
1 
Statement by Kenneth Bochat, Hill & Knowlton, Inc., 
personal interview, May 31, 1960. 
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contribution which the steel industry in particular had 
made and is making to our economy. Consequently, from 1947 
through 1955 the bulk of this program took the form of a 
broadscale publici~ program in all media and was conducted 
on a :national level. Many nation-wide publications (Time, 
The Saturday Evening Post and National Geographic} carried 
the Saugus story. A number of national syndicates also 
picked up material and carried pictures and copy on the 
Restoration. 2 
Wide publicity was also received through the many 
• individual iron and steel companies. Naturally, most of 
these companies took an active interest in the project and 
did a great deal in their local community to foster enthu-
siasm in the Restoration and to stir local people. to visit 
Saugus. Practically every company ran extensive articles 
on the Restoration in its employee publications. To insure 
publication, most of these articles were prepared by Hill 
& Knowlton and distributed to each company.3 
I 
An active public speaking program was undertaken by 
people who were closely associated with the Restoration. 
The project also received generous radio and television 
2statement by Professor Howard Stephenson, personal 
interview, June 11, 1959. 
3statement by Kenneth Bochat, personal interview, 
May 31, 1960. 
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coverage. As the Restoration progressed, a step-by-step 
account of the process was recorded on fi~a and made into 
a film strip and a 15-minute, 16 mrn motion picture, "The 
Saugus Ironworks Restoration. 11 This film was printed in 
color as well as black and white and has been shown through 
at least one hundred television channels. Estimations are 
that it has reached an audience of at least thirty million 
~ people. The film strips have been particularly valuable 
in lectures given in schools and for organizations across 
the country.4 
A series of booklets was also prepared by Hill & 
Knowlton describing the restoration process, its historical 
significance and its relation to the present position of 
the steel industr.y in today•s economy. Each of these pub-
lications was up-dated and improved as work progressed on 
the Restoration. Travel folders, making liberal use of 
pictures, were also prepared and s~nt out to travel agencies 
for the purpose of attracting people to Saugus. Approximately 
400,000 copies of this folder were distributed. 
Visitors to the Restoration were also given several 
, 
give-away pieces about the Restoration: two articles re-
. 
printed from Steelways, the industry's publication and a 
4
statement by Howard Stephenson, personal interview, 
June 11, 1959. 
£older, steel's Birthplace, which was designed especially 
£or children. About 160,000 of these were distributed. 
care£ul preparations and arrangements brought the 
Restoration a great deal of publicity at its formal dedi-
cation ceremonles in 1954. A special car on the New Haven 
and Hart£ord Railroad brought members of the press to Saugus 
£rom New York City. Press kits prepared in advance provided 
every reported with all manner o£ essential in£or.mation 
about the entire restoration program. 
Although the bulk o£ this program was a national 
campaign, much attention was also devoted to the local 
community in order to gain its support and acceptance. 
One publication which served both of these £unctions well 
was The First Ironworks Gazette. Published monthly, this 
piece gave a running account of progress at the Restoration 
and was sent to leaders within the industry and the local 
community. Much of the local program however was actually 
carried out through personal contact between representatives 
of the steel industry and members o£ the community. 
Ey 1955 it was £elt that there was little more which 
could be told pictorially about the Restoration. There£ore 
the Gazette was discontinued and the Saugus Newsletter took 
its place until 1957 when it, too, was dropped. Thus there 
was little or no direct c~amunication between the Restoration, 
its members and its interested publics~5 . 
5~ 
Statement by Kenneth Bochat, personal interview, 
May 31, 1960. 
Evolution of the Program - Community Relations, Inc. 
In 1959, all public relations for the Restoration 
was turned over to Community Relations, Inc., a Boston 
public relations firm headed by Howard Stephenson of 
Boston University's School of Public Relations and Com-
munications. Professor Stephenson felt that due to the 
impact of national publicity, the public mind now associated 
the Saugus Restoration with New England and that continuation 
of national publicity was therefore no longer necessary. 
Rather, the emphasis should be on having a top-guide service, 
frequent demonstrations of the water wheels and a wide dis-
semination of literature about Saugus. In his mind, the 
public relations should have "less breadth and more depth.n6 
Under the direction of Professor Stephenson a series 
of attitudinal surveys were conducted in and around Saugus 
in hopes of gaining new insights concerning the peculiar 
problems of the Restoration. Recommendations and suggestions 
were made based on this information, but little or no action 
was taken on them. 
Present Public Relations at Saugus 
In 1959, Professor Stephenson retired from Boston 
University and the public relations of the Restoration was 
handed over to Frederick A. Bonsal, Resident Director of 
6 Statement by Howard Stephenson, personal interview, 
June 11 , 1 960 • 
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the Restoration. Mr. Bonsal believes that public relations 
as applied to Saugus is "the ability to present the subject 
at hand in an interesting, constructive manner, along with a 
genuine pleasant personality."7 While little has been done 
in the way of a planned program, Mr. Bonsal is aware of the 
importance of certain groups or publics within the total 
mass audience that are of particular significance to the 
continued. operation of the Restoration: the steel industry, 
the local community, educational groups, employees and the 
general museum-going public. 
The Various Public.s Involved - The Iron and Steel Institute 
Perhaps the most important public of the Restoration--
if only for financial reasons--is the iron and steel indus-
try as represented by the American Iron and Steel Institute. 
Without the continued interest and backing of this organi-
zation, the Restoration would quickly dissolve. In his 
dealings with the Institute, Mr. Bonsal might be considered 
as a liaison man between the Institute and local interests 
represented on the Management Committee. Although he is 
not an official member of the Management Gonrraittee, Mr. 
Bonsal does sit in on meetings and prepares a suggested 
agenda which is sent to the Secretary of the American Iron 
7 Statement by F.A.Bonsal, personal interview, 
March 25, 1960. 
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and Steel Institute, Mr. George s. Rose, prior to every 
meeting. During the year, he submits two formal financial 
reports to the Institute advising it of wages and pay for 
f 
the present year and an estimate of anticipated remuneration 
for the coming year. He is also in contact with certain 
members o~ the Institute by mail and pho~e advising them of 
attendance records, what is being done and matters which 
1 d t . 8 wi 1 nee future atten ~on. 
The Cormnuni ty 
From the earliest days of the Restoration, the value 
of a favorable community climate was keenly apparent. Most 
of the property which now belongs to the Restoration was 
originally public property, and a main street of town ran 
directly through the site. No archeological work of any 
proportions could begin until local authorities were convinced 
of the value of the project and could give it their whole-
hearted support. 
Although the community has supported the Restoration, 
it bas never been overly enthusiastic, and in recent years 
has seemed to take it for granted. 
When the Restoration was nearing completion, the 
Steel Institute was conscious of problems which could occur 
and sought to secure the cooperation and interest of the 
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community by giving them a voice in the management of the 
Restoration. In so doing, it was felt that the community 
itself would feel a part of the Restoration and thus reduce 
tension which might grow out of resentment toward outside 
interests. Consequently,! five of the nine members of the 
Management Committee are local people. (The effectiveness 
of this policy will be discussed in Chapter VIII.) 
The only organized activity at Saugus designed es-
pecially for the local community, and seemingly a very 
successful one, has been the institution of Saugus Day. 
Initiated in 1959, this is actually an open house for the 
benefit of everyone in the town of Saugus (and for any 
guests who might visit the museum that day). Advance 
notice of the affair is spread through the local news-
paper and flyers are distributed to all local stores and 
gathering places. This year, 818 people attended. At noon, 
the Restoration gave a luncheon for the Board of Selectmen, 
the School Committee, the Town Manager, tbe County Commis-
.sioner, the District Representative, six members of the 
Management Corouittee, the publisher of the local newspaper 
and representatives of the Boston press. In the afternoon, 
visitors were entertained by the Saugus High School band. 9 
9 
·statement by F.A.Bonsal, personal interview, 
June 15, 1960. 
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Though not part of a planned program, the Restoration 
makes a sizeable contribution to the local community in the 
way of taxation. The Restoration pays property taxes to the 
community on two homes located near the Restoration which 
are currently occupied by residents, but which will be 
turned over to the Restoration when the present occupants 
decease. The Restoration also pays a large water bill 
resulting from the frequent demonstrations o~ the water 
wheels. 
Educational Groups 
As in many museums, Saugus has developed an active 
education program. This is largely an informal type of 
activity which places the initiative with the school or 
group in question to contact the Restoration for information 
and essential details. Many mail inquiries are received 
and are answered ~~ediately by Mr. Bonsal. with a personal 
note plus an enclosed folder and fact sheet giving all 
essential information and background about the museum. 
vlhenever possible, groups of this type are BCheduled in 
advance in order to minimize the problems of di~cipline 
and contro J.,. 
There is no limitation to the number of people that 
can be accommodated in any one group and as many as 200 
children have been conducted through the Restoration at one 
time. (Such groups are usually split in half and a separate 
tour is given for each section.) In view of the relatively 
small physical size of the Restoration, it can be questioned 
whether it is possible to handle such large numbers of 
visitors at once and still do an effective job of presenting 
and explaining material. Several buildings which are part 
of the Restoration can accommodate few more than 20 to 25 
people. As yet, museum management has not been conscious 
of any p~oblems stemming from this system and feels confident 
that it has been able to do an adequate job. When buildings 
are too small to accommodate a single group inside, the 
\ 
guide will tafk to the party before and after entering the 
exhibit building. In this manner, it is felt that material 
can be explained and questions answered effectively. 
As emphasized above, this is an informal program. 
No publicity is involved other than the pieces which are 
sent through the mail in response to inquiry. Mr. Bonsal 
has been largely instrumental in developing this program, 
primarily through direct personal contact. Throughout the 
year, he is active in the community and surrounding area 
giving lectures to various church,. club and school groups. 
(He gave approximately thirty such lectures last year and 
hasalready scheduled twenty for 1960.) Many groups which 
visit the Restoration do so as a result of having heard 
Mr. Bonsal. 
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It should be mentioned that there is no fee for 
school children's groups to tour the Restoration. How-
ever, there is a fee of 25 cents per person ror such groups 
which go through the Ironmaster's House, not an official 
part of the Restoration. 
The Restoration has no regulations demanding adult 
supervision for every -enth child, but discipline o~ 
10 
school children's groups has generally been excellent. 
A major reason for this success is doubtlessly due to the 
limited physical area of the museum and a minimum of break-
able material--as compared to china, glassware and similar 
articles found in a home. 
Employees 
During the year, the Saugus Ironworks Restoration 
has a permanent staff of five which is increased to ten 
in the summer season. As with most organizations of this 
size, there is very little in the way or a ror.mal program 
governing the personnel practices. Such a program really 
is not necessary. As Resident Director, Mr. Bonsal is largely 
responsible for this function. He meets with every employee 
during the day, and thus contributes greatly toward creating 
a closer, friendlier atmosphere than might be found in a 
larger organization. 
10 
· Statement by F.A.Bonsal, personal interview, 
June 10, 1960. 
Requirements for employment naturally depend upon 
the job in question. However, in the mind of Mr. Bonsal, 
every employee should have a genuine interest in history if 
he or she is to be happy in his work and do the job expected 
of him. Mahagement also prefers to use young meh as guides. 
Certain people might prefer young girls in this role, but 
museum management feels that the general public tends to 
consider the iron and steel industry a man's occupation. 
During their first week at the Restoration, new 
guides must meet with ~w. Bonsal for an hour every after-
noon. They are also given a large amount of reading material 
on the Restoration and are expected to be well versed on 
essential background within a week's time. New guides will 
then accompany an experienced guide until he feels he is 
ready to be on his own. 
There are no special activities, such as insurance 
plans, bonuses or trips to other musemns planned for perman-
ent employees of the Restoration, and it is questionable 
whether such activities are necessary. Most programs of 
this type are intended to boost employee morale a~d increase 
job satisfaction. Length of service is generally accepted 
as a sound indication of job satisfaction. All of the per-
manent employees of ·the Restoration have been with the museum 
since its opening in 1954 and two of the maintenance men 
were originally employed by the contracting firm which worked 
11 
on the restoration process. Based on this measurement, 
11 
Ibid. 
72. 
it~_would seem th.a t employees of the Restoration are satis-
fied in their positions. 
CHAPTER VII_. 
FACTOPS AFFECTING ATTENDANCE 
Since its opening in 1954, one of the greatest 
problems experienced by the Saugus Ironworks Restoration 
has been the matter of attendance. Over this period, at-
tendance has run as ~allows: 
1955 - 17,310 
1956 - 21,811 
1957 - 23,913 
1958 - 18,583 
1959 - 17,640 
Attendance rose rapidly during the first three years of 
operation, reached a peak in 1957, and then dropped stead-
"1 1 J. y. 
Although Saugus is an industrial museum and is 
admittedly financed largely by the iron and steel industry, 
this does not preclude an interest in attendance. No 
person or organization chooses to devote so much t~me and 
energy to a project unless it will be seen, appreciated 
and utilized by the public. Therefore, the industry is 
genuinely concerned about this problem and would like to 
see an end to this downward spiral, and in a positive vein, 
would prefer an upward trend if possible. 
I 
Limited Interest Span r 
Considering the question of attendance at the 
Restoration, one factor stands out above all others, namely 
1 Statement by F.A.Bonsal, personal interview, 
March 25, 1960. 
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that as it nov1 stands the Restoration has a limited interest 
span which appeals to a relatively small segment of the mass 
audience. Saugus tells the story of how steel was made in 
1640 and does it extremely well, but how many people are 
really anxious to learn this story? For someone associated 
with todayts iron and steel industry, it might be a most 
interesting exhibit, but for the average visitor--aside 
from school children--it holds little fascinatio~. 
Again, it should be emphasized that most people 
visit museums in their leisure hours, and in this sense the 
museum must compete with every form of entertainment medium 
if it is to appeal to a major portion of the general public. 
Publicity 
Another major reason for low attendance at Saugus is 
the fact that people do not hear about it. Publicity at 
Saugus, particularly in the last two years, has been minimal. 
As pointed out earlier, Mr. Bansal, in addition to his duties 
as Resident Director, is now in charge of all public relations 
for the Restoration. Though he is aware of the value of 
public relations, Mr. Bansal is not trained in this field 
and has had no training in the various media. Under his 
guidance, the publicity program of the Restoration would be 
outlined as follows: 
Film and Filmstrips - 11The Saugus Ironworks Restora-
tion" is unquestionably an excellent industrial film and one 
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of the few sources of nati9nal publicity for the Restoration.2 
Thirty copies of the film are distributed throughout the 
country through the audio-visual departments of thirty se-
lected colleges and universities.3 As mentioned earlier, 
this film bas been shown fr.equently on television and has 
reached an estimated audience of thirty million people. 
Two copies of this film are also available at the Restora-
tion, and Mr. Bonsal has used them often in his talks to 
local groups. 
Folders and r.,eaflets - The Restoration has several 
pieces of this type which were produced by Hill & Knowlton 
several years ago. They give the historical background on 
the Restoration and relate the past to the present position 
of the steel industry in todayts economy. There is no mail-
ing list for this material. Rather, it is sent out in re-
sponse to personal inquiry and upon request by motels, travel 
agencies and tour groups throughout the country which specialize 
in this type of information. (These contacts were originally 
set up by Hill & Knowlton and have pretty much continued to 
maintain themselves.) 
2Golden Reel Award Winner. in History and Biographical 
Category in the 1955 Golden Reel Festival. 
3statement by F.A. Bonsal, personal interview, 
June 10, 1960. 
Advertising - Owing largely to a limited budget, 
the Restoration has done ver.y little in the way of paid 
advertising. However, advertisements have been placed 
in several travel folders put out by different local 
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organizations: Motor Guide, a listing of the best motels, 
lodges and resort cottages on the eastern coast; Where to 
Stop and Where to Shop, an annual publication of the Woman's 
City Club of Boston; a travel folder put out by the Essex 
County Tourist Council. The City of Boston also has a 
series of mimeographed sheets which lists places around 
Boston having historical interest. The Restoration has not 
bought space for road signs particularly because it is so 
difficult to secure a choice location at a reasonable price. 
Newspapers and Radio - Very little has been done with 
these media. Actually the only publicity which the Restora-
tion has received along th_e se lines ha.s been in the local 
press when themuseum opens in the spring and upon special 
occasions such as Saugus Day.4 
To summarize, the publicity program ·of the Saugus 
Restoration is a part-time activity of the Resident Director, 
gearea primarily at reaching the local community and any 
I 
outsiders who take the initiative to show an interest in 
the Restoration. 
4Ibid. 
--
77· 
Location 
Whenever a potential visitor is debating a trip to 
the Saugus Restoration--or any place for that matter--
' location is always a factor to be considered. In this 
respect, the Restoration is relatively inconvenient. It 
lies ten miles north of Boston beyond the reach of the 
heavy Boston to New York City traffic. Although the 
Restoration is only one and a half miles off u.s. Route IQ, 
a major highway connecting northern New England and Boston, 
the bulk of this traffic is commercial travel and is not 
likely to be in the mood for sightseeing. 
It is interesting to note that the towns of 
Lexington and Concord are two of Massachusetts' most 
popular historical sites. Few tourists come to tbe Boston 
area and fail to visit these towns. (Last year approxi-
mately 100,000 visitors came to Lexington alone.) Lexing-
ton is .eleven miles west of Boston and Concord lies six 
miles beyond Lexington. A comparison between Lexington or 
Concord and Saugus may not seem fair to Saugus for both 
of these spots share an extremely dramatic--and well pub-
licized--page in America's history. Lexington and Concord 
' 
also benefit by being one of the featureq. stops on the Gray 
Line bus ·Sight-seeing tour. Saugus is not part of this tour. 
' 
It should also be mentioned that a trip to Lexington or Con-
' 
cord is a lovely scenic drive through picturesque New England 
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countr.yside; whereas a trip to Saugus from Boston means a 
battle with city traffic through the industrial side of 
town. Scenic beauty is almost nonexistent. 
Admission Fee 
Price of admission--50 cents for adults and 25 cents 
for children--is another factor which can be mentioned as 
a reason for not going to Saugus. Some families may be 
unable to afford this cost, but there are many who can 
afford it but who are not moved to do so. Therefore, the 
Restoration must offer convincing evidence that a visit to 
the Restoration is well worth the price of admission. The 
I 
final decision, however, rests with the visitor. 
Occasional critics of Saugus have questioned whether 
an industrial museum should charge an admittance fee, the 
assumption being that the museum is made available by the 
industry as a public service. The answer to this question 
depends upon the purpose of the museum. A museum which 
serves as a public relations instrument of an industry is 
designed to attract and influence certain specific publics 
which are important to the industry. By charging a fee, 
the industry is therefore asking its publics to assume the 
price of company propaganda. This does not appear to be an 
ethical request. Therefore the degree to which the Restora-
tion can be criticized under this point must be determined 
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by its purpose an an institution. (This subject is further 
discussed on page 82.) 
Weather 
As pointed out in the discussion of Old Sturbridge 
Village, weather is indeed a factor affecting attendance 
of outdoor museums, but unfortunately there is little that 
management can do to solve this problem. 
CHAPTER VIII 
CRITICAL OBSERVATIONS 
Within this section~ certain elements will be dis-
cussed which have an effect upon the staff of the Restora-
tion and ultimately refledt in the operation of the 
museum. 
Conflict with the First Iron Works Association~ Inc. 
One of the most confusing--and frustrating--features 
of the Saugus Ironworks Restoration is its relationship with 
the First Iron Works Association~ Inc. The Association was 
organized in 1943 by local interests who wanted to keep the 
Ironmaster' s House from being moved to Greenfield Village 
at Dearborn~ Michigan. Though the House was their primary 
interest and purpose, talk and speculation persisted about 
the ironworks itself and what possible remains might lie 
beneath the soil. Eventually, Quincy Bent, a retired member 
of the American Iron and Steel Institute, heard the tales, 
became interested and brought the story to the Institute. 
They ultimately agreed to the proposal and began the work 
1 
of the restoration. 
When the project neared completion, a new organization, 
the Saugus Ironworks Restoration, was formed for the sole 
purpose of administering the operations of the newly-restored 
1 
·statement by F.A. Bonsal, personal interview, 
March 3, 1959 • 
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buildings--the rolling and slitting mill, blast furnace, 
forge, wharf, warehouse and adjacent sheds and storage 
buildings. But the First Iron Works Association, Inc. 
continued to function and retained its authority over the 
Ironmaster's House in spite of the close physical proximity 
of the Restoration and an obvious mutual interest. The 
Association was proud of its achievements, and the formation 
of this second organization was largely due to a desire of 
the Association to retain its own identity and the respect 
and desire on the part of the Steel Institute for community 
.. 
good will. 
Yet, in spite of this apparent separation o~ interests, 
there is a very close association between the two organi-
zations. For example, the Association is governed by a 
Board of Directors composed of twenty-three men and women, 
twelve of whom are presently associated with the Iron and 
Steel Institute. Two of these same people are also on the 
Management Committee of the Restoration. The Association 
has no staff as such, but the Resident Director and staff 
of the Restoration have certain responsibilities and duties 
in connection with the Ironmaster 1 s House. 2 
In terms of finance, the Steel Institute, though its 
formal interest is solely in the Restoration, has donated 
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most liberally toward the upkeep and maintenance of the 
Ironmaster's House. In so doing, the Institute has realized 
that the House and the Restoration are so close physically 
and in subject matter that to turn their backs on the Iron-
master's House would alienate local interests and invariably 
have adverse effects upon the public relations of the Restora-
tion. 
While this arrangement ha.s placed a semblance of con-
trol of both organizations in the hands of local people, 
they are all nevertheless aware of the interest and authority 
of the Steel Institute in both phases of the Restoration. 
The result has been a tendency on the part of both organi-
zations to adopt an apathetic at·!;i tude of 11let the Institute 
do it" or 11let the Institute pay for it." It seems that this 
attitude is reflected in the museum itself--its dull life-
less exhibits which make no effort to revive a potentially 
exciting story. 
Purpose of the Restoration 
No criticisms or evaluations of the Saugus Ironworks 
Restoration can be made until the museum is first considered 
in light of what the iron and st~el industry had in mind 
·-
when the Restoration was undertaken. For if the sole in-
tent of the iron and steel industry was to preserve the 
ironworks in authentic detail regardless of attendance or 
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the cost of continued operation, then no criticisms can be 
made. The purpose has been achieved and the Restoration 
is therefore successful in the eyes of its creators. 
When Quincy Bent brought the story of Saugus to the 
attention of the Iron and Steel Institute, no one had any 
conception of the extensive ruin~ which lay beneath the 
soil near the banks of the Saugus River. It was believed 
that the original slag pile of the old mill might be un-
covered, but li~tle else was expected to be found. Certain 
members of the Institute were skeptical, but the Institute 
agreed to appropriate several thousand dollars to the ex-
cavation work with the intention of dedicating whatever 
might be found there as a monument or memorial to the 
beginnings of the iron and steel industry in this country. 
As work prcgressed and more and more artifacts were un-
earthed, it became increasingly evident that there was a 
great deal more material of historical value at the site 
than the mere remains of the original slag pile.3 However, 
to continue the project to its logical conclusion demanded 
more money. Having initiated the undertaking, the Institute 
was almost compelled to keep on providing the necessary 
capital--bit by bit--until the completed project amounted 
to a cost of approximately two million dollars. Thus, as 
3statement by Cgarles M. Parker, personal interview, 
May 31, 1960. ' 
the scope o~ the undertaking expanded, costs rose accordingly 
until the Institute was so deeply engul~ed in the project 
that it could not get out and eventually ~ound itself with 
an investment which it had never expected or planned for. 
Since its opening in 1954, the Restoration has main-
tained its close association with the American Iron and 
Steel Institute through continued financiaL assistance and 
infonnal organizational ties. What has been the effect of 
this association upon the public relations policies of the 
Restoration? 
Charles M. Parker, a member of the Management Com-
mittee and the Steel Institute, assures that the Restoration 
is still regarded as a memorial to the founders of the industry 
and is not a conscious part of the industry's public relations 
program. Rather, it has been the responsibility of the man-
agement o~ the Restoration to plan and conduct its own public 
relations activities. Rowever, as members of the Manage-
ment Committee and as financial boosters of the Restoration, 
the Institute has shared in the fonnation of these programs, 
and it is·doubtful if any action would be taken by the Restora-
tion which might run counter to the public relations policies 
of the Iron and Steel Institute. Thus, though the Restoration 
is technically independent of the public relations policies of 
the industry, it is nevertheless aware of the larger image of 
the industry through its association with the Institute. 
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In evaluating its role as back seat observer of the 
Restoration, the Institute must determine whether it is re-
ceiving maximum benefit from its investment. Each year~ the 
Institute pays a deficit of approximately $65,000 for the 
Restoration. Attendance has declined steadily and fell to 
17,640 last year (1959). Unless these people are very 
important to the interests of the steel industry, it must 
be exceedingly difficult for the industry to justify its 
continued participation in the affairs of the Restoration. 
In addressing this problem two alternatives seem to 
be open to the Institute. First, it can s'eek to enlist the 
services of another organization to assume the role which the 
Institute has played up to the present time. The most likely 
prospect might be the Federal Government, if it could be per-
suaded that the Restoration should be preserved as a national 
shrine. 
Secondly, the Institute may determine that the 
Restoration has real value to the industry as a public re-
lations instrument. In this event, the Institute must as-
sume firm control of the financial and organizational reins 
X 
of the Restoration for the sole purpose of serving the in-
dustry by reaching and influencing those publics which are of 
value to the iron and steel industry. This development would 
b.ring new purpose to the Restoration and clarify its hazy 
organizational structure, thus alleviating the task of local 
management. 
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Bei'ore any action of' this type can be taken, the 
Institute must consider whether the Restoration can be an 
ei'i'ective public relations instrument. Who are the publics 
of its program; employees, government oi'ficials, community 
leaders? Perhaps one public which Saugus can reach most 
ei'fectively on a national basis is school children. The 
film and slide strip productions of the Ironworks are high 
quality material and can fonn the backbone of an excellent 
school and college relations program designed to attract 
potential employees as well as to impress the voters of 
tomorToW with the iron and steel story. 
Limitations of a Restoration 
The Saugus Ironworks Restoration is "an authentic 
reconstruction of America's i'irst successful integrated 
ironworks.n4 Obviously, the Restoration is proud of its 
authentic character and much of the material published on 
the Restoration makes a special point of emphasizing the 
care, research and detail which has gone into the finished 
product. 
Within the management of the Restoration there is an 
element which seeks to retain the authenticity of the museum 
at all costs. Nothing must be done to mar or detract from 
the authentic character of the Restoration. On the other 
hand, there are some people within management who are con-
cerned about attendance and feel that certain measures could 
4 Steel's Birthplace, 2E• ~., p. 8. 
be adopted which, though they are not typical of 1640, 
might make the museum more appealing to the general public 
and eventually work toward placing the museum on a more 
independent financial footing. 
No one can dispute the appeal of an authentic restora-
tion, but in addressing this problem, one must consider the 
r~al purpose of the museum. Is authenticity the sole criterion? 
How important is attendance? Can it be achieved without de-
stroying authenticity? At the Saugus Restoration, there are 
no water fountains, no restaurant or lunch counter service. 
Without these and other basic modern conveniences authenticity 
is preserved. They certainly were not there three hundred 
years ago. But today's pUblic is fickel. An ever-increasing 
number of activities are available to consume leisure time; 
and if an organization is to compete for p~blic attention, it 
must make an extra effort to appeal to the public through any 
available means. Some people may be content to see the water 
wheels in operation and marvel at the expertness of detail 
in restoring the old ironworks. However, for other visitors 
who may not find it quite so fascinating, certain extra 
facilities might contribute greatly to the overall experience 
of the museum by making a visit somewhat more comfortable 
and attractive. 
CHAPTER IX 
REG OMMENDA TI ONS 
Before any recommendations can be made, museum 
management must consider and decide for itself the question 
of authenticity vs. attendance. Indeed, certain measures 
can be taken which would in no way endanger authenticity 
and in the long run might add considerably to attendance. 
Other measures migh~ be des~gned solely with the thought 
of increased audien®e appeal; but for the purist, such a 
proposal would not be in keeping with the purpose of the 
museum--authenticity. Therefore, it is the author's intent 
not to formulate a single public relations program, but to 
• 
present a series of ideas which might appeal to either--
and hopefully both--philosophies. 
A New Museum 
At the present time there is a small museum at the 
Restoration which houses the numerous artifacts unearthed 
during the restoration process. A few of the larger pieces, 
a 16-foot section of the blast furnace whater wheel and 
the 500-pound hammer head, are on open exhibit, but most of 
the articles are displayed in glass cases. Some large color 
prints contrast the making of iron and steel in 1640 to present-
day methods. Then visitors can also view the fi:ilm st. rip story 
of the Restoration. The museum building is a rather crude, 
barn-like structure which, though it is not one of the re-
stored buildings, has attempted to keep the rustic atmosP-here 
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of the Restoration. This museum is a pleasant little build-
ing which serves primarily as a place to keep and show items 
foun~ in the excavation. But no attempt has been made to 
really take advantage of this museum and make an impression 
on the mind and memory of the visitor through dramatic light-
ing, placement or presentation of the exhibits. 
True, there should be a place 1r1here these old relics 
can be viewed, but a new and larger museum is needed which 
will take advantage of modern technology and display these 
pieces to best advantage. This need not ·be a period struc-
ture copied after the style of tbe other buildings, for 
everyone is,aware that a museum never existed at Saugus 
in 1640. Therefore, why not make a complete break 1 Hire 
a well-known contemporary archi teet to erect a modern museum 
using every conceivable form of iron and steel from every 
company in the nation. This building would be of such totally 
new and different design that it in itself would be worth 
coming to see. What is more dramatic than the total contrast 
of the new with the old? {The possibilities for publicity 
here are endless.) 
Neither must the content of this ~useum be restricted 
to artifacts found in the archeological diggings. Much of 
the literature on Saugus st~tes that the purpose of the 
Restoration is to tell the story of the beginnings of the 
steel industry in American and relate it to the contribution 
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which the industry is now making to our economy. If this 
is the real objective, why not go forward with imagination 
and make this a true museum of the Whole industry, a show-
case spanning the entire history of the industry? It 
is an exciting history that pal"allels the growth of our 
nation, and it could be told most dramatically at Saugus. 
A criticism which is frequently voiced about the 
Restoration is its limited interest span. A museum would 
give management an opportunity to show the countless uses 
of iron and steel, many of which the average citizen is not 
aware. The Corning Glass museum in Corning, New York, has 
added a new dimension to its museum by revealing the utility 
of glass for artistic creation. Sculpture, etching and de-
sign are dramatically displayed to achieve a true aesthetic 
experience. Saugus could follow this example and stretch 
the scope of the Restoration beyond the technical aspects 
of how steel was made in 1640. Calder, well-known artist, 
has used iron and steel in many of his mobiles. Samples of 
his work might be displayed and he and other artists might 
even be persuaded to lecture at the museum or work 11in resi- · 
dence" for a time. (Reaching the artist might further the 
value of the Restoration as a public relations instrument 
u 
of the industry for the artist is generally well educated 
and tends to be an opinion leader.) 
1 
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A Museum Publication 
Since the discontinuation of the Saugus Newsletter 
in 1957, there has been no direct means of'communication 
between the Restoration and its members or interested pub-
lics. At the present time, the Association has between 
five and six hundred members. It is safe to assume that 
although these people belong to the Association, a majority 
of them are interested in the work of the Restoration and 
its future; for it parallels the Association in many re-
spects. A great many of these people being associated 
with different steel companies throughout the nation are 
unable to keep in touch with the Restoration. A publica-
tion of some kind would serve to keep these people informed 
and would maintain their.interest in the Restoration. 
Some people associated with the Restoration may 
believe that there is nothing new which cah be said about 
it. Not so. Few people know that a man spent six days 
in a Chicago stockyard before he could find the kind of 
hide suitable to use for the bellows of the blast furnace; 
or that a woman landscape artist--one of six specialists in 
the country--personally examined and picked out the rocks 
to be used in the reconstructed blast furnace. 
This publication need not be restricted solely to 
the history of the Restoration. Though some aspect of the 
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~estoration should be mentioned--event~, new exhibits, etc.--
this can be a general historical publication drawing on the 
history of the steel industry, its inventions, plans, policies, 
personalities and the contribution which the industry has 
made to American history in peace and war. Guest historians 
might also contribute to such a publication. The possibilities 
are limitless. 
"Special Events" Feature 
One way in which the Restoration has suffered has 
been a lack of hooks or special events upon which it could 
base legitimate publicity. For example, Old Sturbridge 
Village has its Antique Forum, Muster Day and the Youth 
Fair. These activities serve as effective sources of 
publicity and catch the attention of specific groups which 
have a special interest of their own. 
The Saugus'Restoration is again restricted because 
of its limited and specialized interest span. However, this 
problem could be partially solved by including a small audito-
rium or generous-sized meeting room in the proposed plans for 
a new museum. Such a facility could be used for meetings of 
the Management Committee, special lectures by visiting curators 
or collectors and also as a meeting place for various community 
organizations. This policy would not only provide a reason 
for regular publicity but would bring the people of Saugus 
to the Ironworks and get them in the habit of going regularly. 
Educational Lecture Series 
A museum which devotes itsel~ to collect~ng, pre-
serving and displaying historical material is by nature an 
educational institution and serves an educational purpose 
as long as people continue to believe that there is value to 
be gained b~ studying the past. Recognizing this as an 
important phase o~ a museum's responsibility, many museums 
have sought to expand and develop their educational activities, 
and in so doing have not only brought new life and purpose 
to the museum ~ield but have broadened and increased the sup-
port of their members. 
The present educational program of the Saugus Restora-
tion is almost entirely centered upon the personal ef~orts 
o~ Mr. Bansal in his talks with local school and social 
organizations. This has been a valuable activity ~or the 
Restoration, but it could be expanded. 
There are a number of museums and historical societies 
within the metropolitan area, and a group of eight or ten o~ 
these organizations could be brought together to sponsor a 
series o~ historical lectures. These lecture~ given by the 
director or curator of the museum, would present each partici-
pant with an opportunity to prove itself as a serious and 
highly qualified educational institution. Guest speakers o~ 
note in the historical field might also take part in this 
program and thus bestow a measure o~ prestige upon the partici-
pating institutions. A program of this type would be of 
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interest to many people in Boston's historically-minded 
society and would provide a legitimate opportunity for 
serious.pubiliicity. It could also do much to widen the 
scope of the Restoration and identify it as an educational 
institution in the public mind. 
"Eye-Catchers" to Increase Attendance 
One of the lesser criticisms wb~ch has been leveled 
at Saugus, but one which has been mentioned frequently--and 
perhaps justifiably--is the need ~or costumed guides. This 
is certainly one o~ the less expensive ways to engender a 
measure of spirit into a generally static display. 
Another measure which would add considerably to the 
appeal of the Restoration and one which would create an 
authentic atmosphere is the continual operation of the water 
wheels. This is one of the most interesting aspects of the 
museQm, but at the present time, these wheels are operated 
only at specific intervals during the day. If such a plan 
were adopted., the next obvious step would be to use the nworks" 
to make iron souvenirs for sale at the gift shop. These 
articles could include all manner of modern wrought iron ware, 
a popular item with the general public. Care should also be 
taken to sel~ct items which will be usable and likely to be 
seen by other people. The value of these items to the Restora-
tion might be likened to the economist's "multiplier eff'ect" 
in that they may serve as an incentive for increased consumer 
spending. 
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Though there are obvious merits of this proposal, 
cost is an obvious drawback. Water power for. the wheels 
would be a heavy expense, to say nothing of in~reased 
maintenance costs from constant wear. Few men today are 
accustomed to working on an open hearth like the old village 
blacksmiths, and the Restoration would doubtlessly·.have 
to pay a bigh price for "specialized labor." 
The high cost of water power could. be reduced by 
using an electric pump to bring water back up from the 
river to the reservoir above the Restoration, but tbis i.n 
itself would necessitate heavy initial cost and upkeep. 
(This policy might also have a negative effect on local 
community relations as the town would be deprived of income 
from a choice water bill.) However, over a period of time, 
such a scheme might pay great dividends in increased at-
tendance and a more authentic atmosphere. 
PART III 
cmPmRx 
TEE PROBLEMS OF THE MUSEUM IN TODAY'S CULTURE 
This paper has been a study of the public relations 
policies of two outdoor museums; Old Sturbridge Village, 
prototype of a successful museum and The Saugus Ironworks 
' Restoration, a museum which is closely associated with the 
American Iron and Steel Institute. Though they share many 
of the same problems, each museum must approach them from 
a different vantage point. 
It is the purpose of the following section to identify 
certain basic problems which have been raised by this study 
but which are common to all museums and must be solved 
individually. Portions of this material will be drawn from 
observations by sociologists and critics of our cultural 
and social scene, thus providing a common background upon 
which all museums may identify themselves. It is hoped 
that through this discussion these and other museums may 
gain a clearer insight of their own particular problems 
and that possible solutions may be suggested. 
The Power of the Purse as it Affects Museum Public Relations 
There are two types of museums; the financially 
independent ~d the museum dependent upon a parent organi-
zation. The independent museum must rely upon attendance 
and gifts from interested persons for the financial support 
necessary to carry on its activities. Large attendance 
for this organization is therefore of prime importance. 
Consequently, its public relations activities must be 
aimed primarily at informing and attracting the general 
public. 
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For the museum which is financially associated with 
a parent organization through financial or organizational 
affiliation, the public relations program must depend 
largely upon how closely that tie is. In all likelihood, 
an immediate interest would mean that the public relations 
program of the museum would be a reflection of the general 
public relations program of the parent organization. As a 
result, there might be a greater concern with getting the 
"right" people to visit the museum rather than attracting 
the general public at large. 
. 
Such a policy might be desirous for the parent 
organization, but disastrous for the museum. For example, 
a yearly attendance of 10,000 might be perfectly acceptable 
to the parent organization if this group represented people 
whom the organization was anxious to reach. However, from 
the standpoint of the museum, this attendance might fall 
short of covering the basic costs o~ operation. There~ore, 
the parent organization must be ready to finance the museum 
as a valuable public relations instrument. Obviously~ the 
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. adoption of such a policy can be expensive for the organi-
zation, and careful consideration must be given to 'tvhether 
such an activity is really valuable as a public relations 
function. 
In a speech before the annual meeting of the First 
Iron Works Association, Inc., held in Saugus, Mr. Frank 
Spinney indirectly shed some light on this problem. Though 
his talk was aimed particularly at identifying the responsi-
bility of the museum, Mr. Spinney pointed out that when the 
public comes to the museum, they do so in ignorance, looking 
at the museum as an authority and putting themselves at its 
1 
mercy. If this thesis is valid, does it not enhance the 
value of an industrial museum as a public relations instru-
ment? Much of the publicity material which forms the core 
of a public relations program such as letters, leaflets, 
brochures and advertising are obvious in their approach. 
In receiving this material the public often sets up a defense 
mechanism, thus placing an additional burden of proof upon 
the sponsoring organization. However, if the public is so 
open minded in its approach to museums, this would seem to 
justify the industrial m~seum as a legitimate public relations 
function. 
1 
Opinion expressed by Mr. Frank 0. Spinney at the 
annual meeting of the'First Iron Works Association, Inc., 
Saugus, Massachusetts, June 11, 1960. 
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The Museum as Entertainer, Educator and Communicator 
As pointed out on page 7, every museum is both 
educator and entertainer; for by presenting its exhibits 
in an entertaining manner, the museum is better able to 
attract and educate its visiting public. 
In evaluating the role of a museum as an entertainment 
medium, it would be well to consider briefly the motives 
which give rise to the basic human urge for entertainment. 
This information may give the museum a clearer conception 
of the type of material and presentation which will be most 
effective with the general public. 
One of the major forces behind the search for enter-
tainment is the desire to escape from the frustrations and 
anxieties of' daily life. "We live with the atomic bomb and 
under the pemanent threat of war. Who wouldn't rather be, 
eight years old?n2 
In almost every means of entertainment, man is able 
to identify himself with the s~bject at hand, and in so doing, 
gains a vicarious e~perience which in reality might not be 
available to him. As the ease and intensity of involvemeht 
increases, the impact of that particular form of entertain-
ment becomes greater. 
2 
Henry Popkin, "Broadway and the Flight from American 
Reality," Mass Culture, edited by Bernard Rosenberg and David 
Manning White, Free Press, Glencoe, Illinois, 1958, p. 430. 
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Basic to every entertainment medium is an interest 
in people. Speaking specifically of books, "what readers 
seem to like to find in a book is contact with living per-
sonali ties. n3 Likewise, "the average man is not directly 
interested in politics, and when he reads, he wants the 
current struggles of the world to be translated into a 
simple s toey about individuals • .n4 Though these passages 
pertain particularly to books, it nevertheless holds true 
that almost every form of entertainment centers upon people, 
their activities and emotions. Every motion picture, every 
stage production, every sporting event hinges upon people, 
real or fancied. 
As a means of entertainment, where stands the museum 
in relation to these motives; does it offer an opportunity 
for their realization and fulfillment? These are questions 
which can be answered only by each museum separately; and 
the answers will depend largely upon the type of museum, 
the range of its exhibits and the amount of financial re-
sources available. However, the museum which does meet these 
requirements holds a greater chance of appeallng to the general 
public, and thus attracting a large attendance. 
3norothy Canfield Fisher is quoted in "Is There a 
Best Seller Formula?" by Frank L:uther Mott, Mass Culture, 
ibid., p. 115. -
4George Ortvell, "Raffles and Miss Blandish, n Mass 
Culture, ~., p. 163. 
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In its role as educator, the museum is essentially 
the communications medium for management who in effect is 
seeking--through the guides, exhibit presentation and in-
formational literature of the museum--to inform and educate 
its visitors about some particular phase of history. Every 
media has its advantages and limitations; and by knowing 
them, the communicator is in a better position to make his 
message effective. Therefore, the museum should be studied 
and evaluated in its role of communicator just as the other 
more conventional communications media have been. 
In this respect, the museum has no limitations. 
With imagination and resourcefulness it can draw upon and 
activate every means of perception--sight, sound, taste, 
smell and touch. By using and combining these elements, 
the museum can make as forceful a presentation as any 
modernmearts of communication. 
Audience Analysis 
As a communicator, the museum must also be conscious 
of the importance of audience analysis. This is a basic 
principle of public relations but is indeed valuable to the 
museum. In knowing its audience, the commuhicator (museum 
management) is better able to formulate a program using a 
message of particular interest for each segment (public') of 
the total audience and thus stands a better chance of being 
heard. 
102. 
Perhaps 't~s concept may be clarified by the follow-
, 
ing discussion of the creator of a motion picture and the 
motion picture audience,. In a sense, the museum is similar 
to a motion picture in that they are both objects of a 
creator (museum management) who is using them as a vehicle 
to communicate a story of information to an audience. For 
both media, attendance is a matter of immediate concern. 
The movie audience can·be described in many 
ways. From the box office it may look like a 
mass. To the sociologist, it appears as an 
aggregate of youthful clique members who have 
followed the advice of their opinion leaders. 
The creator sees the audience in its reaction 
to his product. For him, it is important to 
recognize that the members of an audience who 
have made the same choice at the box office 
may have done so with different predispositions. 
The audience for each movie can be cl.assified 
into a large number of publics, each public 
being an aggregate of people who have made a 
choice with the same predisposition, or set 
of related predispositions. Every ticket-
buyer will respond to several themes in a single 
movie, and thus 'belongs' to a number of pub-
lics. Moreover, since he will look for different 
gratifications in a musical than in a western, 
he will 'belong' to a different set of publics 
for eve~y type of movie. The total potential 
movie audience is thus composed of innumerable 
publics, and every movie attracts a distinctive 
combination of them.5 . 
Just as there are many different publics within the 
total audience that respond to different elements within 
a single motion picture, so are there different publics 
5Herbert J. Gans, "An Analysis of Movie Making,n 
Mass Culture, ibid., p. 316. 
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within the museum audience which will respond to its ex-
hibits with var,ring degrees of enthusiasm depending upon 
the degree to which the material on display coincides 
with their particular interests. Thus the museum which 
is limited in scope stands to gain a limited audience. 
This is a factor which becomes increasingly important. as 
the museum becomes more reliant upon attendance for 
financial support. 
In r}cent years, as the proportion of leisure time 
has increased in man's everyday life, educators and socio-
logists have voiced a growing concern as to the way in 
which this time is being and should be used. Through 
these studies certain patterns in our cultural activity 
have been identified. This information is valuable to 
the communicator since it provides him with a general 
idea of the kind of material which might appeal to the 
general public. 
In his book, Theory of the Leisure Class, Thorstein 
Veblen observed that in modern society though people often 
live in close physical proximity to one another, they are 
not necessarily close socially. Therefore, "the only 
practicable means of impressing one's pecuniary ability 
on these unsympathetic obse~vers of ever,rday life is an 
unremitting demonstration of ability to pay.n6 Veblen 
6Thorstein Veblen, The Theory of the Leisure Class, 
The Modern Library, New York, 1931, p. 8~ 
then goes on to point out that the importance of this 
"ability to pay" is further heightened by the modern trend 
toward increased group activity. In this activity man be-
comes lost in the masses and: 
to impress these transient observers and 
to retain one's self-complacency under 
their observation, the signature of one's 
pecuniary strength should be written in 
characters which he who nms may read. It 
is evident, therefore, tbat the present trend 
of the development is in the direction of 
heightening the utility of conspicuous con-
sumption as compared with leisure.7 
Thus leisure in itself is relatively unimportant to the 
basic human urge for recognition by one's peers as com-
pared to the outward evidence of "conspicuous consumption. 11 
According to Veblen, "conspicuous consumption claims 
a relatively larger proportion of the income of the urban 
than of the rural population, and the claim is also more 
impera ti ife. n8 
On the basis of this information, can the museum 
therefore seek to establish itself as an outward sign of 
conspicuous consumption, concentrating its publicity within 
the major metropolitan area? Museums in themselves are 
not easily subject to such publicity since their "product" 
is largely the experience of going through the museum. 
However, an element of conspicuous consumption might be 
gained through the sale of e~egant or unusual souvenirs 
7 Ibid., p. 87. 
8
rbid. 
available only at Old Sturbridge Village, or any other 
museum for that matter. 
Veblen also observed that: 
each class envies and emulates the class 
above it in the social scale, while it 
, . 
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rarely compares itself with those below or 
with those who are considerably in advance. 
That is to sew, our standard of decency in 
expenditure, as in other ends of emulation, 
is set by the usage of those next above us in 
reputability.9 
Thus the museum must take advantage of ever.1 opportunity 
for identification with the middle class--that segment of 
society with which many people identify themselves. 
In his book, The Lonely Crowd, David Riesman 
advances the theory that man has become increasingly de-
pendent upon and mindful of his own immediate group and 
the judgment oi' his peers. He bas become "sensitized to 
the expectations and preferences of others.nlO This 
tendency toward "other-directed" or group conformity has 
also been observed in the business world by William H. 
Whyte, editor of Fortune magazine. Mr. Whyte in his book, 
The Organization Man, has expressed a real concern about the 
desire of the organization for men whose personality comes 
closest to conforming with the other members of the organi-
11 
zation. 
9
rbid._, p. 103. 
10 David Riesman, Reuel Denney and Nathan·Glazer, The 
Lonely Crowd, Yale University Press, New Haven, 1950. 
11
william H. Whyte, Jr., The Organization Man, Double-
day & Co., Inc., Garden City, New York, 1957. --
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Though this policy has obvious merits, the organization is 
nevertheless bypassing the individual who stands above the 
group in intellectual competence, but away from it in social 
conformity. 
The Sturbridge survey gave specific evidence that a 
great many p3ople come to the Village in groups, as a· 
family or with other organizations. 12 Though this is a 
survey of a single museum, the trend toward group activity 
among the general populace has been identified. It would 
therefore be well for the museum to consider means to take 
advantage of this tendency and further attract the public 
by establishing the museum in the public mind as a legitimate 
object of group activity. 
For example, a demonstration of folk dancing or a 
folk singing festival at Stu~bridge, or the establishment 
of a fine eating place at Saugus might contribute toward 
creating this image. In essenee then, the museum should 
add features to its program which are designed to appeal 
to a group incentive, but do not detract from the a tmos-
phere of the museum. 
Critics will argue that although these features may 
contribute to increased attendance, they add to the connnercial 
quail ty of the museum and thus conflict With the educational 
12
otto Lerbinger, Attendance Development for Old 
Sturbridge Village, op. cit. 
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objective, ~or how can an e~~ective educational program be 
conducted i~ the museum ~s overrun with visitors? 
These are theoretical problems which can be argued 
~rom both sides with equal validity. However, in the i'inal 
analysis, the key to this problem rests with the matter o~ 
~inances. A museum which is ~inancially secure need not be 
overly concerned about the problem and can devote itself 
wholeheartedly to its educational objectives. However, i~ 
a museum has major ~inancial obligations and must rely 
upon attendance to meet these costs, then it must consider 
measures designed to attract.a larger segment o~ the public. 
This is not to say that the museum must resort to c.lowns, 
popcorn and high-powered publicity stunts. Such antics 
would certainly create the commercial image which every 
serious museum has sought hard to avoid. Rather, the museum 
must seek to develop exhibits of wide scope which will ap-
peal to the varied interests o~ a large audience. A col-
lection o~ this type, together with proper'presentation and 
a sincere concern ~or the physical com~ort o~ the visitor 
will contribute greatly toward making a visit to the museum 
a pleasant and rewarding experience. 
What o~ the ~uture? As modern technology continues 
to produce labor-saving devices--as it surely will--and as 
the amount of leisure time continues to grow, what will be 
the e~~ect upon museum attendance? Will it experience an 
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automatic proportional increase? Unfortunately, the picture 
is not so optimistic; ~or as the proportion of leisure time 
increases, there are an ever-growing number of organizations 
' 
and activities competing for public attention. Consequently, 
i~ the museum is to continue gaining popularity, it must~ 
devote an even greater degree of attention to the study and 
evaluation of its present and potential audience and must 
constantly seek new and exciting ways to present its material. 
These have been broad generalizations about the over-
all audience which may guide the communicator in his deal-
ings with the public. However, as in the case of the motion 
picture creator, it is also important that the communicator 
seek to obtain speci~ic information about his individual 
publics. Such information as age, education, sex, profes-
sion, home and interest of the average visitor is but a 
sampling of the kind or material which can be so valuable 
to the museum in its public relations program. Not only 
does it reveal the type of people whom the museum is 
reaching successfully, but it might also suggest areas in 
which the informational program of the museum can be im-
proved. 
The acquisition of this type of detailed information 
must be obtained through surveys carried out by each individ-
ual institution of its own particular publics. However, the 
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compilation and dissemination o£ this material might be o£ 
vital interest to all museums in their common quest for at-
tendance. Perhaps this is a project which will receive the 
attention of £uture students of the museum field. 
CHAPTER XI 
THE MUSEuM AS A PUBLIC RELATIONS INSTRUMENT 
A partial objective of this thesis has been to con-
sider the museum as a public relations instrument. Although 
neither of the museums presented here ideally fits tbis 
' description, evidence is available through this study which 
is relevant to the industrial aspects of museum activity. 
In conclusion, a series of statements can be made 
which pertain to each museum and/or the public attitude 
toward museums in general. This information can in turn be 
applied to the industrial museum in assessing its value as 
a public relations instrument. 
Most people have a natural interest in history, in-
dicating a ready-made hook upon which company publicity can 
be placed. This interest is found largely among the higher-
educated segments of society. Within this group falls a 
majority of the stockholders, employees and consumers which 
an industrial organization would want to reach in its public 
relations program. 
Information originating from the museum in the form 
of exhibits, literature, publicity and films tends to meet 
with ready public acceptance. The museum is a credible 
source of knowledge and tends to be accepted as an authority 
by the public. This evidence indicates that the industrial 
museum can thus avoid a major portion of the mental block 
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or usual defense mechanisms which the public often sets up 
against the more conventional means of company publicit.f. 
For the most part, museum visitation seems to be a 
group activity. It would therefore seem valid to expect 
the museum to become a valuable part of company programs 
aimed at reaching specific interest groups. 
Although not mentioned specifically in this study, 
other authors have stated that through association a 
company can use a museum as a base upon which to build a 
corporate image of an organization devoted to tradi~ion, 
pride, reliability and stability; such as Lincoln National 
Life's Lincolniana, or the New York Time's Museum of the 
Recorded Word. Mamy ru&tomotive companies are also awqre of 
this fact and are ready to point to their "antique" models 
as evidence o~ company achievement and reputation, a valu-
able image in any phase of public relations.1 
Museums are essentially educational institutions. 
However, they can adopt meaEures designed to stimulate 
public acceptance without jeopardizing their status as an 
educational being. 
A thorough discussion of the museum as a public 
relations instrument demands that thought be given to the 
1Lawrence Vail Coleman, Company Museums, American 
Association of Museums, Washington, D.C., Waverly Press, Inc., 
Baltimore, 1943. 
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responsibility·of this institution to its visiting public. 
In the introduction of this paper, critics of the industrial 
museum express concern that the company museum must neces-
sarily be restricted to a single point of view and must 
therefore become a mouthpiece for company propaganda. 
These same critics insist that the primary objective of a 
museum is to c~rry out its responsibility as an educational 
institution; and to accomplish this end, the museum must 
present the complete, the "unabridged version" of the 
industrial story to the public. In their minds therefore, 
these persons feel that an industrial museum which is truly 
educational must not only show how a product was made or 
progressed but must reveal the impact of the invention and 
evolution of this product upon the cultural, social and 
economic life of men. When viewed in the light of bread 
lines and mass unemploymen~ this is not always a positive 
picture. 2 However, industry has a story to tell which is 
vital to the development of this country. It deserves to be 
told. 
Perhaps this challenge to tell both sides of the 
industrial story has particular value for the public relations 
director of a company museum. Specifically, during World 
2 
T.R. Adam, The Museum and Popular Culture, George 
Grady Press, New York, 1939. ---
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War II, the War Department in its studies of allied and 
enemy propaganda methods, conducted a series of attitudinal 
tests concerning possible means and methods of inducing at-
titud~ change. Partial results of these tests revealed 
that when dealing with an educated audience, a two-sided 
argument is more effective in producing attitude change than 
a ona-sided presentation.3 The value of this information 
for the industrial museum is obvious, for it is precisely 
the educated type of people who have indicated an interest 
in museum going. Since the museum is dealing with a rela-
tively well-educated public~ it would seem wise for the 
museum to meet the challenge of its critics and present a 
complete story to the public. For in so doing, it may make 
a more impressive and favorable presentation. 
In this section, a final word should be devoted to 
the importance of location for the industrial museum. As 
part of the overall industrial public relations program, the 
industrial museum is chiefly concerned with reaching specific 
target audiences--employees, stockholders, consumers, gov-
er~ment officials. It is therefore logical for the museum 
to be situated as near to these publics as possible since 
the greatest value of a maseum is in the experience of visit-
ing it. 
Public 
School 
However, modern trends in industrial development 
3Professor Walter Weiss from a lecture in his course, 
Opinion and Attitude Change, Boston University's 
of Public Relations and Communications, October 28, 1958. 
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make this a dif'f'icul t task since many industries and 
companies have offices scattered acnoss the nation. 
Employees in California are not likely to visit their 
industrial museum in Rhode Island unless they have an ex-
tended vacation. Likewise, the value of' a museum in deal-
ing with problems in community relations is severely restricted 
when a company is widely diffused. 
In view of these problems, two solutions are immediately 
apparent~ but even they are only partially satisfactory. 
First, in the event of' diversification, the industry may 
elect to·place the museum at the home office and make use 
of the usual communications media to inform and interest 
distant publics in the museum. Secondly, the museum may 
consist of portable exhibits which are easily transfer-
able from office to office. Such an exhibit would also be 
readily adaptable to an employee or community relations 
program. 
Turning now to a specific problem, what about a 
museum--such as the Saugus Ironworks Restoration--which 
is not highly portable and whose location, in part, accounts 
for its historic value? Saugus'is a restoration of the first 
successful integrated ironworks in America. As a restoration, 
a major portion of its appeal for many people lies in the fact 
that it was built on the exact location of the original 
structures. However, in today 1 s context, Saugus lies out of 
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the mainstream of the iron and steel industry. Therefore, 
if it is to become an effective industrial museum, would it 
not be more advantageous to the industry itself to move 
the entire "works" to Pittsburgh, for example, where it could 
be appreciated by a far greater number of people associated 
with the iron and steel industry? In this manner, it could 
become an immediate part of a community and employee relations 
program. 
Such a step would be of greater material value to 
the iron and steel industry, but in the eyes of the critics, 
the historical value of the Restoration would diminish. 
However, it is neverthele'ss true that an authentic recon-
struction, no matter where it may be located, still has 
value as an educational tool, just as a scale model serves 
as a guide to an architect. ) 
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